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Abstract
This research examines the perspectives of how Catholic human service
organizations maintain their Catholic identity amid delivery of largely secularized
services and assesses the congruence of perceptions between line-level and leadership
staff regarding the expression of Catholic identity. Focusing on a network of agencies
formed a century ago, the network is administered and staff based on professional
expertise rather than religious affiliation, and largely funded through government
contracts. It struggles to remain competitive and therefore relevant in today’s human
service sector, raising concerns regarding the extent to which Catholic beliefs and not
funding priorities remain the core drivers of organizational identity.
Grounded in Albert and Whetten’s (1985) organizational identity theory,
employees were surveyed regarding how their own organization demonstrates elements
of Catholic identity. By comparing members’ beliefs regarding what traits reflect
Catholic identity with how those traits are manifested within their own organization, this
study provides valuable insight into today’s complex Catholic human service
organizations. What the research supports is that members recognize that the manner in
which they implement programs and provide services is the very expression of Catholic
identity. Citing specific programmatic examples as well as the manner in which services
are delivered, this study affirms the relevance of Catholic identity in today’s competitive
human service arena.
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The issue of identity is a profoundly consequential one and at the same time, so difficult
that is at best, avoided. Albert and Whetten, 1985
Chapter 1: Introduction
For leaders and stakeholders in an organization, alignment with an organization’s
identity is one of the critical factors that contribute to an organization’s success.
Organizational identity, defined as “that which members believe to be central, enduring,
and core about their organization” (Albert & Whetten, 1985), is the underlying construct
that supports the development of mission and value statements, program design,
governance and strategic decision making within an organization. Distinct from image,
organizational identity represents the “shared internal beliefs” (Scott & Lane, 2000) that
shape behavior and create member accountability to an organization’s mission, and is the
“central and intrinsic” (Hatch & Schultz, 2004) characteristics that create alignment
between departments, subdivisions and other facets of an organization with the
organization as a whole.
Increasingly, scholars and practitioners are directing attention to the concept of
organizational identity. Research in this paradigm provides scholars the opportunity to
assess member identification and culture (Ravasi & Schultz, 2006), the development of
and the communication of values and attributes (Aust, 2004; Gioia et al., 2010), and the
management of multiple identities (Foreman & Whetten, 2002; Glynn, 2000). Attention
has been focused on members’—employees—perceptions (Feldner, 2006; Ferrari &
Velcoff, 2006; Holtzhausen & Fourie, 2011), relationship to member’s hierarchy
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(Riantoputra, 2009; Sveningsson & Alvesson, 2003) and external stakeholder alignment
(Brickson, 2005).
Applicable to all business sectors, the discourse on organizational identity is
without boundaries. Consider the significance of organizational identity. The composite
of those attributes that are central, enduring and distinct, organizational identity serves as
the foundation for strategy (Ashforth & Mael, 1996), and for mission and value
congruence among members (Ravasi & Phillips, 2011). In the absence of a well-defined
organizational identity, an institution is prey to competition and to external threats; it is
vulnerable to high turnover (Cole & Burch, 2006); and prone to interdepartmental or
division conflict (Glynn, 2000).
Central to the concept of organizational identity is the principle of member
perception. Albert & Whetten’s groundbreaking definition placed significance on the
perceptions of those individuals internal to an organization—those responsible for
forming and shaping identity, and those responsible for maintaining identity. It is in that
vein that the concept of organizational identity poses challenges as well as opportunities
to scholars. Defining that which is central, enduring and the very core of an organization
with such subjectivity that is affiliated with perceptions is difficult, and has resulted in a
flurry of research.
Additionally, a fundamental element of organizational identity is the notion of
enduring. Intended to imply those identity claims that are consistent and “withstand the
test of time” (Whetten, 2006), scholars are increasingly seeking to differentiate between
enduring and continuity; the former suggests that the organization is static while the latter
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suggests a degree of fluidity. It is the challenges to these two fundamental principles that
create a rich field of research.
Consider an institution with lengthy history, an institution that has been
operational for decades, perhaps more than a century. Arguably, the individuals who
framed that institution’s mission, its central values and its identity are long-departed.
What remains is a legacy entrusted to generations of individuals—leaders and members
alike—who have been caretakers of that identity. Meyerson & Martin (1987) would
argue that there is a considerable variance in the degree to which any set of
organization’s beliefs and values are understood and shared. Indeed, scholars of
organizational identity have demonstrated that the institution’s identities have evolved
and adapted to changes in its environment (Dutton & Dukerich, 1991); that identity is
susceptible to realignment due to difference in cultural or other difference in member’s
perceptions (Balmer, 2008; Helms & Stern, 2001) or member’s ideal identity is often
promulgated as the core, central and enduring identity (Hatch & Schultz, 1997).
Social identity theory suggests that individuals align themselves with
organizations that espouse values similar to their own. Assuming the generations of
members who have been the caretakers of this institution are there because of their shared
beliefs and values that mirror those of the founding members, it is reasonable to expect
the core values espoused in current time reflect closely the original founding values. But
is this continuity, or the more restrictive definition of enduring? Additionally, to what
extent do member’s perceptions shape the current identity?
For many organizations, identity is expressed through mission, through service
delivery, through symbols and through rituals. Combined with member behavior, these
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elements provide rich and significant opportunity for research. For institutions affiliated
with the Catholic Church, the complexity of organizational identity is compounded by
religious beliefs and ideology that is centuries old. Long-held beliefs regarding the
sanctity of life, of the sanctity of the institution of marriage and more pose unique
challenges to organizations faced with non-discriminatory employment requirements and
mandates that require provision of reproductive and other health-care benefits.
Contemporary Catholic healthcare, educational institutions and social service
programs are faced with unique challenges to preserving their organizational identity
while striving to be strong, viable and effective institutions in their respective sectors.
While once largely sponsored by a local diocese or religious order, in present day each of
the three primary institutions rely heavily on government funding as a substantial source
of revenue (Honner, 2011), employees are less likely to be active participants in the
Catholic tradition, and services are not restricted to persons with affiliation to the
Catholic faith (Ormerod, 2010). As a result, today the organizations are complex
organizations with diverse revenue streams, and an employee and customer base that
have little direct ties to the Catholic Church.
The reliance on governmental funding as well as recent events brings to light the
complexities of maintaining Catholic identity. Former presidential candidate, and then
Junior Senator, Rick Santorum (1997), stated in a public address to attendees that
Catholic human service organizations who accept significant amounts of government
funding are vulnerable to restricting or diminishing their Catholic mission, citing
institutions of higher education and health care as examples of loss of identity.
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Indeed, recent events have demonstrated the vulnerabilities such institutions face
as a result of threats to their identity. The legalization of same sex marriage in some
states has required the extension of healthcare benefits to same-sex partners. In 2010,
Catholic Charities in the District of Columbia took formal action to change its health care
packages to employees for the sole purpose of avoiding extending coverage to same sex
partners. In defense of the action the Diocesan bishop cited the agency’s social teaching
requires paying fair and just wages, and that the composition of employee benefit
packages are outside the scope of the Church’s teaching (Washington Post, 2010) .
Federal changes to healthcare mandate the extension of reproductive care to
employees of faith-based organizations, unless institutions demonstrate that employees
exclusively practice the religion of the sponsoring organization. Historically, Catholic
health care, universities and social service agencies have recruited and hired people of all
faiths, rendering the organizations ineligible for religious exemptions tied to the health
care legislation. In November, 2011 long-time Illinois Catholic Charities affiliates closed
their doors in light of requirements that state-funding source require provision of
adoption services to same-sex couples. These current challenges to organizational
identity represent contemporary challenges that were not considered, in many instances,
at the time the organizations were established. Yet they represent changes in culture and
in business climates that pose real-time challenges to the central, core identities of the
organizations identified and to their contemporaries providing services in faith-based
organizations.
While provisions of the charitable choice regulations have opened avenues for
faith-based organizations, including Catholic institutions, to receive increased
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government funding for services, the receipt of funding carries with it expectation of
compliance with state and federal statutes. As the leaders of the Catholic Church look to
reclaim the identities of institutions within their dioceses, U.S. bishops have increasingly
exerted their authority over Catholic organizations. As a result, healthcare institutions
have lost their Catholic charters, institutions of higher education have been chastised by
the Vatican, and century-old charitable organizations have been closed by bishops—all
because of questions related to their Catholic identity.
During the course of the Church’s history, Papal encyclicals, and extensive
scholarly writing has been afforded to the concept of Catholic Social Teaching. In order
to provide guidance to individuals and institutions aligned with the Church, in 2006 the
Pontifical Council for Justice and Peace published The Compendium of the Social
Doctrine of the Church (The Compendium) for the purpose of providing a compilation of
the foundations of Catholic Social Doctrine. The document is intended to be a source
document of the Church that, while recognizing that the Church is vibrant in the
contemporary age, focuses its members on the authenticity and relevance of the teachings
established centuries ago. It attempts to address current social issues through application
of historical encyclicals and writings. The Compendium does not introduce the elements
of social doctrine that frame today’s Catholic institutions, it reaffirms them. The
challenge remains for leaders of such institutions to appropriately interpret and
effectively communicate the doctrine within their own organizations.
Problem Statement
Organizational identity is a sense-making mechanism that has the potential to
frame the strategic growth and viability of an organization. As the foundation for the
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development of an organization’s core capabilities and competencies, organizational
identity is essential to creating competitive advantage and operational success. Yet,
organizational identity is, at its fundamental root, grounded in perception, and therefore,
subjective (Scott & Lane, 2000). Indeed, significant research has addressed factors that
influence employee’s perception of their organization’s identity, suggesting notable
variance in the extent to which core beliefs are shared (Dutton & Penner, 1993; Meyerson
& Mortin, 1987), while still adhering to the notion that the identity itself is a universally
held belief. This variance is attributed to elements including hierarchy, department or
team association within an organization, and tenure (Albert & Whetten, 1985; Pratt &
Foreman, 2000).
The meaning of organizational identity takes on momentous importance in a faithbased organization where mission and programs intersect with foundational religious
doctrine. In this sense, to understand organizational identity is to expose tensions that
arise when core, central and enduring values are in opposition to the external forces that
drive service delivery. Studies in organizational identity that focus on multiple identities
of an organization (Albert & Whetten, 1985; Pratt and Foreman, 2000), or identity
plurality (Ravassi & Phillips, 2011); suggest that resources play a role in shaping the
extent to which multiple identities are embraced. For organizations receiving value
direction but limited financial support from a religious institution while simultaneously
receiving substantial financial support for service delivery from private or governmental
contracts, the challenge to remain true to organizational identity is momentous.
Threats to identity are not unique to Catholic institutions and understanding and
responding to identity of cultural threats has the potential to render an organization and
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its members stronger (Ravasi & Schultz, 2006). However, the increasing influence of
stakeholders—including internal members who support and embrace less conservative
Catholic Social Teaching, or mandates from funding sources to demonstrate antidiscrimination, equal opportunity and unbiased delivery of services—place Catholic
institutions in an increasingly vulnerable state. As welfare reform and other outsourcing
initiatives encourage increased role in delivery of services, religious-based services
providers will be further challenged to assimilate values with delivery of secularized
services (Fitzgerald, 2010).
Research to date has addressed the relationship between Catholic identity and
government partners and has supported earlier identity research that addresses plurality in
organizational identity. Fitzgerald (2010) suggests that while the delivery of goods and
services are secularly focused, the motivating force behind the delivery is religious tenets,
suggesting the plurality that exists within institutions. In some instances, this dichotomy
creates tension between the underlying identity, and what is the outward visible delivery
of service. Pijnenburg, Gordijn, Vosman and ten Have (2008) suggest that it is this
“relevance of articulating” Catholic identity that creates an understanding of what is
being done and why, creating an opportunity to strike cohesion between seemingly
contradictory identities. Recognizing the extent to which communicating Catholic
mission and values simultaneously develops and restrains an organization is a reality that
leaders of Catholic institutions must address (Feldner, 2006).
How leaders and members make sense of Catholic identity poses an opportunity
to apply the principles of organizational identity to Catholic social service delivery.
Within New York State alone, a network of greater than 700 Catholic schools, more than
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200 hospitals and clinics and an additional 50 long-term care facilities are chartered as
Catholic institutions (New York State Catholic Conference, 2012). This, according to the
New Your State Catholic Conference’s 2012 report, is in addition to the network of
human services organizations that provide assistance to more than 1.6 million families
annually. Add to this network the presence of Catholic institutions of higher learning and
the scope of the network expands even broader. This complex web of service delivery,
aligned under the auspices of the New York State Catholic Conference has been formally
serving residents of New York for more than 200 years. It is this vast network, with its
lengthy history steeped in Catholic Social Teaching that creates a condition that is
optimal for furthering the study of maintaining Catholic identity amid delivery of largely
secularized services.
Consider the network of human service providers. Operating in each of the eight
dioceses of New York State, this network provides an array of services that encompass
emergency food and shelter; adoption and pregnancy services; immigrant assistance;
family and social supports; mental health services; foster care services; services to the
HIV and AIDS affected population; services to incarcerated and former offenders; care
for the abused and more. For more than 100 years, this system of service providers has
provided direct services, under the direction of the bishops of the individual dioceses, and
with financial support from the local church. Annually, revenue generated to support
delivery of services is received largely from sources other than the Catholic Church. The
organizations are governed and staffed by individuals and volunteers of diverse faiths,
with only minimal, key positions within the network having Catholic affiliation a bona
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fide condition of employment. Services are provided to individual without regard to
religious affiliation.
Increasingly across this network of Catholic social service agencies, organizations
struggle with the question of Catholic identity. In one diocese, directives were issued to
address board composition, suggesting that Catholic identity is easier to maintain with
oversight by persons not just supporting of, but practicing the Catholic faith. In one of the
larger dioceses adoption services to same-sex couples have recently come under fire by
the Archdiocese of New York. Collectively, the network has been forced, under protest,
to extend health care coverage that provides for reproductive care contrary to core beliefs
of the institution. As the network convened in early 2012, the agenda centered on the
issue of Catholic identity, demonstrating the leaders interest in knowing and
understanding how their organizations are demonstrating alignment with their identity.
Threats to Catholic identity are prevalent, and increasingly leaders are called to make
sense of how their organizations identity fits in with their operations.
Research on organizational identity paves the way to view this system from
multiple perspectives. The opportunity is there to address identity as demonstrated by
symbols, or by religious language in promotional materials (Aust, 2004), through hiring
practices (Breslin, 2000; Janosik, 1999) or how vision and stated values reflect the
founding characteristics (Murphy, 1991). Gaining insight into member’s perceptions of
how their organization demonstrates its Catholic identity has the potential to add value to
the body of literature available on organizational identity as it relates to Catholic
institutions. By seeking to address how perceptions might vary between leaders and other
members of the institution, the potential is there to further address how group/department

10

affiliation or role within an organization provides different understanding or
interpretation of those identity traits that are central, enduring and distinctive to an
organization.
Theoretical Rationale
Albert and Whetten’s research on organizational identity provided definition to an
emerging field of study, specifically pinpointing the elements of an organization’s
character as those that are central (consistent throughout the entire organization);
enduring (long established and upheld and distinctive) and that serve to distinguish the
organization from others. This research gave credence to the position that the perceptions
within the organization are necessary to shape and define organizational meaning.
Posturing the self-reflective question of Who are we?, the organization defines the
constructs for decision making, thus guiding future direction (Puusa, 2006) and
challenging members to “faithfully represent” the organization’s identity (Whetten &
Mackey, 2002). This seminal definition, framing the notion of identity beyond
individuals to the organization as a whole, gave way to significant amounts of research in
the decades to follow.
Expanding on the concepts introduced by Albert and Whetten, researchers
Ashforth and Mael (1989), posit that identity is more than just the core values, but also
the dynamics within the group such as prestige, the distinctiveness and the
interrelatedness that form the basis of organizational identity. Additional researchers have
made the case to expand the concept of identity to include products and performance, or
the organization’s characteristics as additional core elements of identity (Elsbach &
Kramer, 1996; Hatch & Schultz, 1997). Recognizing that it is understandably difficult to
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separate what we are as an organization as distinct from what we do, researchers continue
to reinforce the concept of organizational identity as the cognitive awareness or belief
that shapes the processes and products of an organization, and guides overall actions and
decision making (Dutton & Dukerich, 1991; Dutton, Dukerich, & Harquail, 1994). It is,
a dynamic and multifaceted resource that creates “sustained competitive advantage”
(Jeyavelu, 2007).
Building on the construct of central and enduring, scholars recognize that there is
challenge to understand that enduring isn’t synonymous with static. For organizations to
remain viable, and to thrive, there must be an ability to evolve and respond to the
contemporary needs and demands of their consumers. Yet, when an organization is
grounded in religious beliefs that are centuries old and those beliefs are central to the
institution’s identity, that very identity can in some ways be realized as constraining. The
challenge for leaders of Catholic institutions is significant as pressures from funders and
regulatory entities often compete with the organization’s sponsoring congregation’s longheld beliefs.
As the field of organizational identity research expanded, scholars from multiple
disciplines evolved the construct to incorporate the notion of perceptions of external
stakeholders. Often confused with image or the public appearance of an organization,
organizational identity is the internal, cognitive image held by the organization’s
members (Dutton, Dukerich, & Harquail, 1994). Understood to be the set of views of the
organization held by those who are the “organization’s others” (Gioia, Schultz, & Corley,
2000; Hatch & Schultz, 2002), the public appearance or image is also regarded as the
means by which organizations gain external stakeholder support.
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Distinct from corporate identity or the overt manifestation of an institutions’
marketing and branding efforts (Balmer, 2007), image is essential to attracting customers,
contributors/investors, and employees. Image is, for instance, the mechanism by which
the organization can recruit and hire persons whose philosophical values are compatible
with the organization’s tenets, in turn, creating a base of employees dedicated to
upholding the values of the organization. It is the employees, those internal stakeholders,
that Jeyavelu (2007) pinpoints as the key to sustained competitive advantage.
Additional research suggests that the responsibilities individuals hold within an
organization is integral to their perception of the organization’s identity (Scott & Lane,
2000; Sveningsson & Alvesson, 2003). The role managers play in conveying and
“legitimizing” (Scott & Lane, 2000) core perceptions is directly aligned with their role in
strategic decision making. Decision makers may, however, be many layers removed from
direct production or line-level service. Front-line employees might recognize greater
understanding, or place greater value those elements of identity that are directly tied to
product. Lack of congruence, or misunderstanding between decision maker and direct
line worker could call into question manager’s motives. Regular communication, efforts
to reinforce global versus department alignment, and transparency in stakeholder
relationships are essential in reinforcing alignment to a single, corporate-wide identity
(Scott & Lane, 2000).
As previously stated, in larger, multi-level organizations, the challenge of identity
management and alignment across multiple levels requires significant awareness and
attention on the part of managers. It is crucial that leadership effectively communicate
and reinforce the core values. Inattention to communication across levels can result in
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organizational barriers including compartmentalization or segregation of individual units,
levels or departments (Pratt & Foreman, 2000). In this instance, subunits operating within
an organization form greater alignment or identification within their own entity; the
disadvantage realized is that the overall identity of the larger entity becomes less and less
significant. Addressing hiring processes in Catholic colleges, Breslin (2000) reinforces
Pratt and Foreman’s position indicating that when department chairs begin to hire faculty
that will advance the efforts of the department, and do not hire to seek a fit with the larger
institution’s identity, compartmentalization has occurred.
Not limited to large organizations, similar concerns can arise when organizations
have multiple identities. A significant number of researchers (including Albert &
Whetten, 1985; Ashforth & Mael, 1996; Foreman & Whetten, 1997) have conceded that
organizations maintain multiple identities, and that there are strategies that managers and
other key stakeholders can employ to effectively manage this dynamic. Multiple
identities occur when an organization aligns itself with more than one industry—for
instance a university that is both a medical provider and a research facility. While there is
some commonality of purpose, unique and fundamental principles govern each distinct
identity. The multiple-identity phenomenon is also present when an organization is a
multilevel organization (Forman & Whetten, 2002). With core elements of purpose and
values interwoven between the distinct layers, members must make conscious decisions
at various intercepts to define which element of identity takes precedent. In this instance,
organizations maintain identity at various levels such as the local institution, within the
industry, as a member of a national affiliate or more global institution, and leaders
recognize and seek to validate their identity at each level.
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Increasingly, efforts to promote transparency within organizations have further
blurred the boundaries between organizational identity and image. Whetten (1992)
suggests that this blurring is the direct result of leaders seeking to carefully construct a
projected public perception in an effort to give credence or validate internal identity
aspirations. However, additional research has found the relationships between image and
identity to be reciprocal (Gioia & Thomas, 1996) and directly linked to the organization’s
character (Gioia, Schultz, & Corley, 2000). With employees the executors of the
organization’s core values, and image the means to attract and retain external
stakeholders, the relationship between the two concepts is evident. A significant number
of researchers have studied the relationship between organizational identity and external
stakeholder’s ultimate identification and interaction with an organization, suggesting the
substantial relationship between internal and external identity perceptions (Hatch &
Schultz, 2004; Rindova & Schulz, 1998; Schultz, Hatch, & Larsen, 2000; Scott & Lane,
2000). Collectively, this research suggests that external stakeholders expect increasingly
more insight regarding the organization as a whole, including its expressions of identity.
Where once, external decision making might have been based on the quality of the end
product, these key stakeholders now take a more informed position with decision making,
further linking the internal demonstrations of identity with the ability to attract and retain
stakeholders.
Not limited to any single sector, the application of organizational identity theory
is demonstrated through decision making and strategic planning. Organizational identity
is also a sense-making filter for how members of the organization—particularly leaders—
respond to perceived threats against the organization. The awareness and revisiting of
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core values is pivotal exercise during times of change and transition. In essence, it is the
understanding of “who we are as an organization” that contributes to high performance
and provides competitive advantage in the marketplace (Jeyavalu, 2007)
Across business, education, government, and non-profit management,
organizational identity theory has implications for human resources, product
development, investments and more. Research demonstrates that awareness of
organizational identity can position an organization to significantly overcome
organizational challenges. In their research of the New York/New Jersey Port Authority’s
efforts to address issues of homelessness within its transportation hub, Dutton and
Dukerich cited alignment around the institution’s identity as a “professional, technical
organization” as paramount to their ability to address an issue that might have otherwise
been recognized as “not our problem.” To the contrary, Glynn (2000) cites the discord
between musicians and management at the Atlanta Symphony Orchestra as a direct result
of conflicting understanding of that institution’s identity. The inability of key internal
member groups to agree upon the core values of the organization resulted in an eventual
labor strike. Whether the Port Authority was right in the action it took to address
homelessness, and regardless of whose perception of institutional identity of the Atlanta
Symphony was correct, the application of the theory suggests that stakeholder synergy
around the identity is paramount to meeting objectives.
Perhaps nowhere is the concept of organizational identity more widely wrestled
with than in faith-based organizations, and in particular Catholic institutions. Significant
research and discourse is afforded to maintaining Catholic identity amid concerns that
institutions including health care, higher education and charities are becoming
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increasingly secularized (Janosik, 1999). This shift is due, in part, to the shifts in financial
support and resources from the sponsoring diocese or religious order to public funds and
resources. Where health care and schools were once funded and staffed by local dioceses
or religious orders, now employees and administrators alike are laity and not necessarily
affiliated with the Catholic faith. At the local level, leaders are left struggling to make
sense of multiple, often competing identities. Directives from funding sources requiring
adherence to anti-discrimination hiring practices often conflict with directives from the
local bishop regarding hiring practicing Catholics, or prohibitions against extension of
health benefits to same-sex partners. Grant administrators frequently require diversity on
boards and governance structures, while local diocese might require exclusive or
significant representation of Catholics on agency boards.
Grounded in Catholic Social Teaching, often linked with religious communities
and local dioceses, each of these faith-based institutions—healthcare, education and
social services/charities—have evolved as significant professional institutions. As such,
each wrestle with the same competitive forces prevalent in public sectors. Colleges
compete for students and renowned faculty scholars; healthcare institutions struggle with
mergers and with their quest to be primary healthcare facilities in their communities;
social service/charities compete for public funding and strive to make meaningful impact
in the communities they serve. Defining what is central and enduring in a Catholic
institution poses challenges as leaders come to terms not only with what that identity
entails but if it is relevant in today’s competitive market places (Curran, 1997). Applying
the concepts of organizational identity theory to a network of Catholic social service
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organizations will provide greater understanding of the values that are central, enduring
and distinctively Catholic and foundational to the organization’s service niche.
Statement of Purpose and Practical Application
The purpose of this research was to apply the principles of organizational identity
theory in order to gain an understanding of member’s perception of Catholic identity in
their organization. Specifically, this research gained an understanding of how members
within a network of Catholic human services organizations understand the identity of
their institutions to be demonstrated through service delivery, through organizational
practices and through the general culture of their organization. Additionally, this research
sought to understand the congruence between perceptions of leaders within the
organizations and the general membership. This research is not intended to validate the
members perceptions, but rather, gain understanding on the extent to which members
within each of the network affiliates can articulate and identify the elements of their
organization that are central, enduring and distinctive as it relates to their catholicity.
Research Questions
As previously stated, organizational identity is the perception of what members
believe to be central, enduring, and distinctive in an organization (Albert & Whetten,
1985). Amid the research that has followed the introduction of this definition, researchers
have attempted to understand identity construction, how it is articulated, how it
strengthens an organization against perceived threats. For an institution that is coming
under increased public scrutiny, gaining insight into members perceptions regarding
identity has can provide meaningful direction for leaders. This direction changes the
focus from the formal claims of an organization, to the meanings and understanding of
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those individuals charged with upholding the organization’s identity. To advance this
understanding, this dissertation will pose the following research questions:
1. How do Catholic social service organizations maintain their Catholic identity
while delivering services that are largely secular in nature? What do members
(employees) of the organization perceive to be those core, distinctive elements
that demonstrate Catholic identity?
2. Is there a significant difference in the perception of members charged with
delivery of services within the organization and of those responsible for
leading the institution?
Significance of the Study
The importance of religious tradition and Catholic Social Teaching in institutions
administered by the Catholic Church is without parallel. It is this identity that is core, is
fundamental, to the network of agencies that comprise the human service network of the
New York State Catholic Conference. It is the element of identity, formed centuries ago,
that is entrusted to current members; it requires attention, understanding and
commitment. Understanding perception of members is a critical step in strengthening the
institution’s ability to remain true to its identity. The completion of this study not only
has practical applications for the network studied, it has potential for replication across
the national network of Catholic human service providers, as well as across the broader
network of Catholic institutions.
Lessons learned from this study have the potential to shape member orientation
and development programs. They have the potential to impact governance and
administration, including the creation or strengthening of mission-effectiveness positions.
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Additionally, as ecclesiastical leadership changes within the network, this study has the
possibility of providing an immediate snapshot of the institutions’ congruence with
Catholic identity. Beyond Catholic institution, this study will add to the emerging body of
literature that seeks to understand member perception of organizational identity.
Definition of Terms
In order to set a foundation for the understanding of this study, several terms will
be introduce and used frequently. They are as follows:
Identity: refers to sameness or generic character in different situations or the central
characteristic in or personality. While generally assigned to an individual, identity within
an organization refers to a broadly held, commonly understood perception of the
organizations’ values and characteristics (Hatch & Schultz, 1997)
Stakeholders: refers to a person, group, or member who can be impacted by the actions of
an institution or organization
Image: In reference to an organization, image is understood to be the way organizational
members believe other view the organization (Dutton & Dukerich, 1991)
Faith-based: A broad construct, encompassing agencies or institutions with connection,
affiliation, or oversight by a religious entity. This term excludes institutions that are
religious in the narrowest sense, for instance, a church (Smith & Sosin, 2001)
Strategic agenda: Refers to those set of issues that collectively consume top decision
maker’s attention at any one time. Typically the strategic agenda requires an allocation of
resources. (Dutton & Penner, 1993)
Culture: the characteristics, behaviors and beliefs of a particular group of individuals or
organization
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Social Identity: The tendency of individuals to classify themselves in certain social
categories based on their preferences or established relationships, such as age cohort,
organizational members, religious affiliation, or gender (Tajfel & Turner, 1985).
Catholic Social Teaching: The doctrine of the Catholic Church that guides and directs on
matters of poverty, wealth, dignity of human life, economics and socialization.
Chapter Summary
Organizations are a complex, dynamic compilation of internal systems that
interact around a common goal or mission. Framed by the identity of the organization, the
extent to which members can support the organization’s objectives is attributed to their
understanding of the organization’s core values. Undertaking efforts to understand
member’s perceptions of their organization’s identity provides valuable information for
researchers in the fields of management, of identity theory and of human resources. This
research also provides valuable insight for the leaders of organizations, positioning them
to address gaps in value congruence, understanding and mission building. Linkages of
previous identity studies in organizational identity with data obtained from studying the
perceptions of individuals in a large, Catholic human service network across New York
State, will contribute not only to the viability of the network and result in a the greater
body of research tied to organizational identity.
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Chapter 2: Review of the Literature
Introduction
The manifestation of an organization’s identity can be realized in a variety of
ways. It can be publically stated in its mission statement, communicated through archival
or contemporary writing, and is, ideally, expressed through the work of the organization’s
members. In the previous chapter, attention was directed to the evolution of
organizational identity theory and the application of that theory across multiple sectors.
In this chapter the focus will be on the research conducted following Albert and
Whetten’s (1985) groundbreaking work. Studies are included that address the perspective
of both internal and external stakeholders, that address conceptualizing identity and
identity formation, and its application for decision making. To provide for a rich
understanding of the topic, studies were incorporated that address organizational identity
across a broad spectrum of organizations. To further the understanding of organizational
identity as it relates to faith-based and most specifically catholic institutions, significant
attention has been afforded to studies that address the unique identity within this sector.
Background
Organizational identity is a relatively new field of management research, but one
that is rich in opportunity for theoretical and empirical study. Organization, identity,
defined as “that which members believe to be central, enduring and distinctive to an
organization,” (Albert & Whetten, 1985), provides a foundation for decision making and
strategic direction. Literature addressing the topic began to emerge immediately
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following Albert and Whetten’s seminal research. Significant attention was afforded to
expanding the theoretical understanding and relating its application to organizational and
management concepts such as branding (Aaker, 1996; Ravasi & van Rekom, 2003),
corporate image (Corley, 2004; Gioia, Schultz, & Corley, 2000; Haton & Schultz, 1997;
Licens, Van Hoye, & Anseel, 2007), crisis response and reputation (Balmer & Greyser,
2003; Van Riel & Fombrun, 2007; Whetten & Mackey, 2002). To a lesser extent,
researchers have worked to advance the understanding or organizational identity through
empirical studies (Forman & Whetten, 2002). Forerunner Albert (1998), in discussing
the notion of organizational identity, suggests that scholars ‘should not expect to define
the construct and agree in its measurement except after a long process of empirical
inquiry and questioning.” It is accord with this position that early researchers embarked
on ambitious efforts to operationalize organizational identity.
Early Ground-breaking Research
New York’s Port Authority as a portal for research. Recognizing that
theoretical studies of organizational identity posed limitations in advancing the paradigm,
Dutton and Dukerich’s (1991) empirical study of decision making at the New York New
Jersey Port Authority (PA), attempted to shift from the general assumptions and vague
logic regarding strategies leaders employ to arrive at decisions to a methodological
construct that operationalized how organizational identity was employed to shape
decisions. Utilizing case study methodology, the researchers undertook the study of the
PA, a transportation infrastructure serving seventeen counties across two states, in order
to advance understanding of how institutions and individual members makes sense of and
act on decisions when faced with conditions that test and strain their organization. The
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study further sought to define constructs that demonstrate how organizations, its
members, external stakeholders and external environments interrelate over time. The PA
was targeted for this study as a result of its very public struggle with significant numbers
of homeless individuals inhabiting its facilities, and the manner in which the PA worked
to address a situation that impacted delivery of services and its public image. The initial
objective was to differentiate how groups within the PA responded to the homelessness
problem.
Applying a case analysis technique, the researchers used five specific data sets.
This included open-ended interviews with employees, representing a cross section of
executive and senior-level managers as well as line managers of departments whose
responsibilities were determined to be most significantly impacted by the homelessness
problem. Researchers conducted targeted review of the organization’s archived
communications spanning a sever year period from 1982 through 1989 and encompassing
memos, internal reports, public statements and speeches that specifically addressed the
issue of homelessness. News reports and articles from local and regional press and
periodicals, published between 1986 and 1988, that specifically addressed both the Port
Authority and homelessness were reviewed. Additionally, researched studied
communications and conversations from the point of contact representing a task force of
Port Authority employees created to address the issue of homelessness within their
facilities; and notes generated from an organization-wide training session initiated by the
employee task force. Beginning with the employee interviews, contact summary sheets
(Miles & Huberman, 1984) were used to initially categorize responses into areas of
themes, issues, problems and questions. Data from these summary sheets generated 84
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themes, subsequently consolidated into seven major categories. Transcripts of the
interviews were coded, sentence by sentence, into theme sheets.
Coding and consolidation of interview responses resulted in six identity attributes
that members held for the PA. The attributes and the percentages of informants that
positively indicated the attributes are as follows: PA recognized as a professional
organization with unique technical expertise (100%); PA is understood to be ethical, free
from scandal and humane (44%); the PA is understood to be a provider of quality service
(36%); the PA is committed to the well-being of its service delivery area (36%); the PA
was regarded as an organization with dedicated employees who regarded their coworkers
as “family” (32%); and the PA was understood to be a “can-do” organization (25%).
This information would be used to form cross-correlations between themes identified in
the review of other data sets.
Consistently interviews with informants indicated 1982 as the starting point of the
homelessness crisis. As such, this date became the starting point for archived data review.
Review of archival data yielded five distinct time periods and correlating phases in the
PA’s response to homelessness. Researchers then correlated PA attributes to specific
behaviors that reflected members’ interpretation of the PA’s organizational identity in
specific phases of the homelessness crisis. This analysis demonstrated an evolution of
actions from reactive to proactive (i.e., from police training, minimizing visibility and
linking with existing outreach services to finding humane alternative responses and
funding studies to address the issue and increasing social service capacity). The
researchers were able to draw noteworthy conclusions regarding how interpretations of
identity formed member’s actions, and how member’s perceptions of organizational

25

identity, and their stake in decision making informed the organization’s responses to
significant issues.
Accounting for multiple identities. The notion of multiple identities within an
organization took early shape with the research of Dutton and Dukerich (1991), and
evolved through the efforts of subsequent research to include the extent to which multiple
identities are contradictory (Gioia, 1998), complex (Balmer, 2001), and embraced
(Balmer & Greyser, 2002). Collectively, the research has advanced the fundamental
understanding of organizational identity as a context for decision making, specifically,
the extent to which multiple identities inform decision making and shapes member’s
perceptions.
Forman and Whetten (1994) in researching the notion of multiple organizational
identities, sought to understand how multiple identities within an organization resulted in
competing expectations from members. Centering their research on rural farming
cooperatives, the researchers employed the use of surveys and focus groups to identify
and analyze two distinct identities associated with rural farm cooperatives; the normative
identity of family and the utilitarian identity of business. Addressing the organizations
practical and cognitive legitimacy, survey respondents were asked to answer questions
that related to the organization’s current and ideal identity. The researchers took care to
implement controls that would account for respondent’s bias including educational level,
gender, relationships with one or more cooperatives, religious and ethnic heritage; factors
prior research suggested play a significant role in forming attitudes or beliefs about
farming, agriculture or cooperative models in general.
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The researchers found there was a degree of contrast noted between the current
and the ideal identities, and that the divergence impacted member commitment.
Respondents reported the model to be largely utilitarian (business) however, they
reported their ideal was both normative (family) and utilitarian, with greater emphasis on
the utilitarian. The results suggest that members hold competing identities for the co-op
model; desiring the business-oriented expertise, and expecting the model to be more
family focused.
Like Foreman and Whetten, Glynn (2000) focused research on multiple identities
within an organization. Looking specifically at the case of a single performing arts
organization, Glynn explored what happens when those identities are competing
identities, as was the case at the Atlantic Symphony Orchestra (ASO). The researcher
theorized that organizational identity, in addition to that which is central, enduring and
distinctive to an organization (Albert & Whetten, 1985), also incorporates the identity
dynamics of its member. Glynn detailed what happens when those identities are so
polarizing they result in significant conflict.
In the case of the ASO, disagreement over identity ultimately led to a musician’s
strike, and a very public battle between musicians and administration, with both groups
of members seeking to gain support from the external stakeholders—patrons and
benefactors. Musicians claimed the organization’s identity was directly tied to artistry—
an intangible identity claim, while the board and administration claimed the
organization’s identity was grounded in a more tangibly expressive manner, namely the
financial soundness and efficiency of the organization. Each member group felt strongly
that the organization’s identity was legitimized by the organization’s reputation as a
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premier symphony. Administrators argued that the ability to gain recognition and prestige
was tied to how resources were allocated and directed to its programming; musicians
believed that prestige was directly tied to their skillful presentation of the programming.
Glynn’s research demonstrates the challenges posed to organizations with
multiple identities; namely, the extent to which multiple identities must be recognized,
balanced and embraced. In the case of the ASO, conflict was ended only after the
institution embraced an identity that integrated both the artistic and the efficiency
identities of the organization. Balmer (2008) reinforces the notion of integration of
identities, positing that the complexity of organizations demands that organizations not
only recognize the competing identities, but that they dialogue and actively work to
distinguish and support those identities that make up the whole of the organization.
In researching organizational identity, performance and leadership disagreement,
Voss, Cable, and Voss (2006) suggest that there are potentially beneficial effects of
leader disagreement; specifically in those circumstances where leaders serve different
stakeholders and are thus responsible for different functions within an organization and in
those situations where the competitive environment is complex and the organization is
consistently challenged to respond to changing and diverse needs of external
stakeholders. Like Glynn, the researchers focused on an arts organization, namely a
membership organization that represents professional theater groups. In this setting,
artistic presentation as well as financial performance were measures of an organization’s
vitality, and as with the ASO, the professional artists and administration maintained
competing positions and disagreements were common.
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Targeting member theaters, organizational identity surveys were distributed to
both marketing and managing directors from a total of 407 institutions. Based on survey
participation of both positions and the availability of financial reports, a total of 113
organizations were included in the study. Respondents’ beliefs about core values and
ideologies were assessed and analyzed against five previously determined organizational
values unique to the theatre industry; artistic, pro-social, market (customer satisfaction),
achievement and financial performance. Using a five-point Likert scale, respondents were
asked to respond to statements that addressed each of the core values.
Seeking to understand the extent to which leadership disagreement impacts
organizational identity and values, a process of clustering analysis was completed.
Applying Wards (1963) hierarchical method, and by classifying the respondents into
three previously determined clusters (community theaters, achievement theaters and
artistic theaters), and responses of marketing and managing directors were allocated
values based on their assigned cluster and agreement of responses. An analysis of
variance was conducted using the cluster response agreement as the independent variable
against control variables that included factors such as number of employees, size of
administrative staff and market sophistication. Additionally, regression analysis was
applied to leader agreement and measures of performance standards.
The researchers’ analysis concluded that in areas where there was identity
disagreement, there was notable impact on performance standards. With ticket revenue
and net income primary indicators of performance there were no instances of better
performance realized where there was identified leader disagreement. With top leaders
responsible for the formation and communication of core values, this evidence suggests
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that while multiple perspectives might help shape an organization’s growth and
relationships with diverse stakeholders, identity alignment around core and central values
is essential for overall performance.
Contemporary Studies Advancing the Field
As the study of organizational identity evolved, emphasis of research began to
shift from seeking to simply understand identity to understanding the construction,
application and struggles related to identity. The concept of identity evolved from static
or constant to a conceptual process, employed in sense-making, strategizing, and
responding to organizational threats. The reality of management, organizational and
related studies is that the subject institutions are often complex, evolving and multi-level
(Sveningsson & Alvesson, 2003) and as such requires research that reflects that
dynamisms. Several researchers including Cole & Bruch (2006), Ravisi and Schultz
(2006) and Sveningsson and Alvesson (2003) seek to address the complexity that exists
between members and the institution, manifested in commitment, behavior and value
congruence.
Strength, organizational identification and member commitment.
Organizational identity is a construct that defines not only the core values and attributes
of an organization, it is a concept that in many ways forms members’ feelings about their
organization and shapes their behavior within the organization. Scholars have studied the
role that leaders play not only in establishing an organization’s identity, but also
influencing members’ perception of the organization’s identity (Chen, 2004; Roberts &
Hersch, 2005; Schein, 1985). While managers do, to some extent, bear responsibility in
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shaping and making sense of identity, members’ perceptions are necessary in maintaining
fidelity to the organization’s culture.
Helms and Stern (2001) have found that strong evidence of subcultures exist
within organizations, and that the responsibilities rests with organizational leaders to
promote a strong sense of culture, and to develop consistency within the organization in
order to generate a “homogeneity” with respect to beliefs and culture. Similarly, Prati,
McMillan-Capehart, and Karriker (2009) suggest that the interactive relationships
between managers and employees are significant in the dynamics related to construction
and alignment with organizational identity. The researchers conclude that the ability of a
manager to engage and promote connectivity between employees and the organization is
pivotal in creating an employee base that is aligned with and supports organizational
goals and objectives. Golden-Biddle and Rao (1997) posit that organizational identity not
only informs and shapes how members define themselves, but it also influences their
interpretation of their roles within an organization and their responses to critical issues.
Centering their attention on hierarchical levels in a large, international steel
manufacturer, Cole and Burch (2006) sought to provide conceptual clarity in the areas of
organizational identity strength, organizational identification and organizational
commitment. By distributing a survey to 13,000 members of the organization and its
subsidiaries, the researchers applied an adaptation of Milliken’s (1990) Six Item Strength
of Identity measure, Mael and Ashforths’ (1992) Six Item Identification measure and the
Porter et al. (1974) Six Item Commitment measure for the purpose of determining
employees perceptions regarding organization strength, organizational identification,
organization commitment and turnover intention respectively.
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A three-phase analysis of data was conducted, applying the full-information
maximum likelihood (FIML) technique to account for missing values. The overall fit of
the model was assessed through use of techniques including the Comparative Fit Analysis
and the Tucker-Lewis Index. The first phase analysis was intended to address
organization strength, identification and commitment. In the second phase, a multi-group
confirmatory analysis tested the equivalence of strength, identification and commitment
across three hierarchical levels (officer, middle management and worker). A random
number generator was employed to assure a manageable sample size with representative
samples from each hierarchical level. Phase three included the development of a multigroup structural model that sought to valuate the concepts of organizational strength,
identification and commitment across the three hierarchical levels.
Researchers were able to demonstrate that organizational identification, strength
and commitment were separate constructs, and that these factors could distinctively be
used as variables correlating perceptions and commitment across hierarchical levels.
Researchers further noted negative correlations between these variables and turnover
intention. Understanding the unique constructs of organizational strength, organizational
identity provides a baseline of understanding and opportunity to define future direction of
research studies.
The importance of interchange and exchange between members and the
organization. As previously noted organizations often maintain a complexity in their
identity; a complexity that is manifested in multiple identities and complicated by the
relationships in place with different stakeholders. Researchers have suggested that the
complexity results in organizational identity changing to reflect the diverse stakeholders
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with which an organization aligns (Fiol, 2002; Gioia & Thomas, 1996). Building on that
theme, Brickerson (2005) sought to understand the development of organizational
identity as a predictor of identity orientation, specifically looking at how orientation—
how relations with others are reflected in one’s own identity—guide interaction with
different groups. Focusing her research on organizations within legal services and nonalcoholic beverage industries, Brickerson addressed variables that impacted organizations
relationships with stakeholders, and the extent to which stakeholder relationships were an
important consideration in organizational identity construction.
Employing both qualitative and quantitative analysis, Brickerson targeted 201
beverage companies operating within the U.S. and 258 law firms to participate. A total of
88 organizations within the legal services and non-alcoholic beverage industries agreed
and 1,126 individuals from those organizations were surveyed. The law firms were
included in the study based on the professional services and wide array of clients served;
the non-alcoholic beverage industry was chosen based on its extensive relationship with
agricultural co-op ventures and the largely production-based industry it represents.
Respondents were asked to describe their organizations in a series of open-ended,
short narrative response questions. The series of questions included both qualitative
questions intended to address identity, and quantitative questions intended to address
identity orientation in one of three organizational orientations—individualistic, relational
or collectivistic. Responses were individually coded, with themes identity themes
emerging and trends noted with regards to identity orientation. The results produced
greater understanding regarding organization identity orientation, and the differences
regarding how organizations relate to internal members versus external members.
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Brickerson found that the values and attributes members assigned to their organization
identity and identity orientation were reflected in the nature of relationships maintained
with stakeholders. For instance, an organization with a collectivist orientation would
ascribe to an identity values of “fostering an internal sense of community” (p. 868).
Conducting a situational analysis of a multi-level organization, Sveningsson and
Alvesson (2003) worked to expand the level of inquiry by focusing on interchanges,
exchanges and discourse between member and organization. The multi-level case study,
with one level represented by a managerial member and the second level represented by
the employing organization, sought to use an empirical lens to understand the context of
managerial action amid multiple work-place identifications. By focusing on single site
(Arrandee), and a single member (Heroine), the researchers shifted the literature from
member identification and perceptions to situational understanding of action. The goal
was less about finding correlations and more about the context and constructs that are
significant to organizational identity; providing insight as to how people relate to their
member organization including negotiating, embracing or rejecting roles.
The institutional subject of this study is Arandee, a large, multi-national
corporation known to be research intensive and a dominant member of the high-tech
industry. The institution was a recent product of a merger between two corporations; one
American and one Swedish. The member subject, Heroine, has a lengthy history with the
corporation, having served in several management positions with the Swedish firm that
was part of the merger. The researchers conducted a series of interviews with Heroine,
with her colleagues, employees and superiors, each intended to provide insight into the
member’s struggles and experiences with the revised corporate structure.
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The series of interviews, spanning a considerable length of time, yielded
information regarding member’s perception of an organization pre and post- merger,
symbolic images related to the historical and reinvented organization were uncovered,
and friction related to member relationships were recognized. What researchers
determined was that as Heroine struggled to make sense of the new organization’s
identity—the redefined culture of a now global organization—she struggled to support
the broader organizational goals.
Where early organizational identity work created the notion that organizational
identity is static, a constant, this study, through its focus on an individual member,
provided insight into evolving organizational identities and the friction that can arise as
organizations grow and change, The identity-self-narrative technique employed by the
researchers provides valuable vision as to how members and their perceptions are integral
to an organization’s ability to define or redefine its corporate identity.
Aligning identity during periods of change. Through the multi-level analysis
Sveningsson and Alvesson (2003) demonstrated the friction that can arise when there is
not member/institution identity alignment during periods of strategic change. Member’s
collective understanding of the central and enduring features of the institution are
permanent (Gioia, 2000), and as demonstrated by the subject’s (Heroine) resistance to the
new identity. Friction results when there is no effort afforded to aligning new identity to
member perception. There is dynamism in organizational identity, and significant merit
in undertaking research that examines member’s response to change. (Ravisi &Schultz,
2006)
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Undertaking a comparative-analysis study, Ravisi and Schultz (2006) sought to
understand strategies that leaders employ to assure congruence—to establish similarity
between identity claims and reality. The longitudinal case study (Yin, 1994) took place at
Bang and Olsefsen (B&O), a Danish producer of high-end audio-visual systems. A
mature institution, the organization realized three distinct periods of strategic change
instigated by competitive forces, economic downturns, or other external events, yet
remained competitive and successful in the industry. B&O was chosen as the subject of
this study because of the deliberate manner in which organizational leaders employed
organizational identity as a consideration when undertaking strategic decisions. It was
this applied occurrence of “transparently observable” action (Pettigrew, 1990) that
enabled the analysis of B&O. The general goals of the study were as follows: to
understand historical, organizational and strategic framework that supported strategic
decision making; to understand and conceptualize leaders’ sense-making processes as it
related to identity issues; to identify and differentiate diverse strategies employed; and to
triangulate manager’s interpretations and recollections with other data sets gathered. A
three-pronged approach was utilized to amass, align, code and synthesize data into
meaningful conclusions.
A total of 40 structured interviews were conducted with fifty organization
members, cross representing senior managers, mid-level managers, line staff and
technicians and retired executives. Initial participants were selected because of their
ability to provide rich, detailed accounts and astute observations of the organization.
Subsequent participants were selected to address specific areas of research. All members
of project teams responsible for strategic change in 1993 and 1998 were included in
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interviews. By participating in agency-sponsored identity seminars, researchers were
exposed to additional, information conversation with an additional 45 mid-level
managers. These conversations, along with similar interactions at management retreats
conducted in 1997 and 1999, provided researchers with opportunities to field test findings
that began to emerge in their research.
Archived data, including reports, in-house magazines, internal communications
and identity manuals, developed for internal usage, as well as published reports, web
information and communications intended for external communications were
incorporated into the data collection. Finally, researchers secured the organizations
historical business plans, strategic planning documents, corporate history accounts and
related material for the purpose of developing a comprehensive review of the
organization’s identity strategies.
The analysis of the data began as two separate research projects; the first involved
a researcher, external to the organization, who initiated contact with B&O following the
organizations’ 1992 identity/strategy reexamination and the second involved a
management consultant who was introduced to the organization as a speaker, and who
subsequently negotiated a contract to analyze B&Os response to external environmental
threats. What began as an initial exchange of data intended to compare and corroborate
themes merged into a single research study, complete with defined protocol of analysis.
A grounded theory approach (Glasser & Strauss, 1967; Locke, 2001) formed the
basis for initial coding. Data gathered was reviewed, and identity related incidents were
extracted and recorded on tables (Miles & Huberman, 1994) and category cards (Locke,
2001). The tables and category cards provided the basis of comparison of concepts, and
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discrepancies were resolved through researcher agreement. Initial review of data
established related concepts, and successive review allowed for merging into general,
conceptual categories. Eventual groupings separated actions between sense-making, and
sense-giving, defined as reflecting member’s interpretations of organizational attributes,
and managerial actions that supported those attributes respectively. In addition to sensemaking and sense-giving, actions were coded by alignment as internal or external to the
organization.
This data was further correlated to historical actions taken in response to
operations threats that prompted strategic change. Researchers intermittently tested their
interpretations with B&O informants, generating a degree of validity for their
interpretations, and the positive response of their interpretations prompted the continued
synthesis. A collateral review of their interpretations was provided by colleagues in the
field of organizational identity research yet uninvolved with this study. The feedback
from these researchers assisted in the identification of alternate interpretations of
findings, providing a degree of refinement for the process.
By correlating identity construction with sense-giving and sense-making actions,
researchers were able to demonstrate how managers at B&O used constructed image to
help understand external threats and interpret/evaluate action. Researchers identified
instances where leaders consciously resisted change as well as instances where they
conscientiously implemented change, following the same sense-making processes of
reviewing cues and minimizing the potential for misdirection. The undertaking of
strategic identity work at B&O has become more of a rediscovering than an attempt to
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construct, well-positioning the organization to prevent reactive change in response to
perceived external threats.
Activating organizational identity concepts. External stimuli in the form of
threats, market changes, or other antecedents prompt organizational leaders to act in a
manner that ideally implements strategy that is aligned with their organizational identity.
Abzug and Galaskiewica (2001), in studying organizational identity and non-profit
management address the environmental pressures that question an organization’s
legitimacy, and the resulting efforts some organizations undertake to counter that
questions of legitimacy by increasing representation or the appearance of legitimacy
through governance structures. Patterson et al. (2005), conducted extensive study in
measuring climate, productivity and innovation. While research literature previously
included in this chapter has addressed the correlation between identity and strategic
decision making, there continues to be a significant gap depicting the process managers
employ when activating identity concepts.
Through use of the dual strategy of case analysis and interviews, Riantoputra
(2009), suggested that there are empirical ways of assessing how managers activate their
organizational identity concepts when undertaking strategic decision making. This study
sought to prove cognitive associations and information sharing as key and crucial factors
in making identity dimensions assessable for decision making. Specifically, this research
focused on those organizational attributes that are immediately drawn upon—suggesting
a link between sense-making and perception control. Riantoputra advanced two
hypotheses for consideration:
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Hypothesis 1: Top managers who have developed strong cognitive associations
among organization identity, strategic decisions and desired future image tend to
be able to activate more concepts of their organizational identity that top
managers who do not have strong cognitive associations between organizational
identities, strategic decisions and desired future image.
Hypothesis 2: Top managers who frequently share information with each other
tend to be able to activate more concepts of their organizational identity than top
managers who do not frequently share information.
This study encompassed four case studies of pharmaceutical companies in
Indonesia. The industry was chosen because of its highly competitive market, the setting
was chosen because it represents a region that has realized considerable market growth.
This study represents the process of purposive and theoretical sample advanced by
Eisenhardt and Graebner (2007), where companies were targeted for participation based
on diversity of size, including number of employees, and age of the institution. The
companies are introduced as follows: Alpha, a relatively new start-up; Boomerang, a
mature member of the industry with a history of domestic market dominance but recent
financial difficulties; Ten Forte, a tenured institution realizing recent, unprecedented
growth; and Proficient, an established company with consistent annual growth, currently
in the midst of a strategic revision. In addition to cases analysis of each of the four
companies, semi-structured interviews were completed with a total of 18 top managers
representing each of the four companies, and inclusive of the CEOs of each of the four
companies.
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Case-scenario questionnaires were used to gather information about perception
control. This process, introduced by Thomas et al. (1993), involved the construction of
cases scenarios that reflect current strategic issues relevant to the industry. The scenarios
were presented in dual language, a process typical for the organizations. Back to back
translation processes were employed to assure that the translations were accurate between
the two languages, English and Hindi. Participants reviewed the scenario and responded
to a series of questions, using a 7 point Likert scale (1 = strongly disagree; 7 = strongly
agree.) The scenarios were created by a panel of field experts, including practitioners and
scholars unrelated to the study. The strategic issues included in the case scenarios meet
criteria previously determined to be acceptable for this measurement including the
potential to impact organizational performance (Kuvaas, 2002); the possibility of
influencing strategic positioning (Eisenhardt & Bourgeouis, 1988); and the potential to
affect the whole organization (Eisenhardt & Bourgeouis, 1988). In order to validate the
content of the questionnaires, the panel members answered questions that rated the extent
to which the case represented issues current in the industry, and the extent to which the
case was easy to understand. The cases were determined to be both representative and
easy to understand. In addition to interviews and the case scenarios, archived and public
business reports, communications and websites were reviewed.
Data analysis was conducted first by conducting mean scores on the perception
control case questionnaires. Interviews were then coded to reflect attributes of the
organizations identity; to the extent that the attribute referred to the whole organization
and that managers regarded the attribute positively as requirements for coding as an
organizational identity attribute. Through this coding process, attributes and traits that
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were mentioned by more than two managers were then incorporated into the case studies,
increasing the relevance of that assessment tool.
Findings in this study showed that organizational identity was consistently
activated without prompting, and related to a positive cognitive association. This was
particularly true in the organizations where members recognized a connection between
strategic decisions and desired future outcomes. The researchers referenced the
discrepant results between Boomerang and Ten Forte. Members from Ten Forte
consistently cited attributes that reflected their understanding of strategy as a key attribute
of their corporation. The CEO reported efforts to develop IT systems that linked strategic
decision making and tactical integration. In contrast, managers from Boomerang were not
able to activate statements of desired future image. The review of data amassed from that
organization indicated that the organization did not have a formal vision statement. While
all top manager interviewed were able to activate elements of their organizational
identity, this study demonstrates that communication and information sharing, decision
integration and other behaviors intended to reinforce organizational identity do impact
the ability of top managers to activate organizational identity. With significant theoretical
studies that define the importance of identity as a sense-making mechanism for strategic
decision, research that empirically defines factors that influence activation of identity
concepts is paramount to advancing the paradigm.
Forming an identity. Studies reviewed thus far have the constructs of identity,
how it is understood and applied in decision making. To date, little research has focused
on the process by which an organization forms its identity. Through the application of an
inside-out case study, Gioia, Price, Hamilton, and Thomas (2010) worked to advance the
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understanding of organizational identity formation, with specific attention afforded to the
processes leaders employ to achieve legitimacy and to create a distinctiveness for the
organization.
The focus of the study was an emerging institution of higher education, referred to
as College of Interdisciplinary Technology Studies (CITS), chosen because of its
relatively new presence in the field of growing numbers of technology institutions. Data
sets included semi-structured interviews with primary informants—those persons
determined integral to the development of the institution; archival data from the
institution’s formation stages; archived communication from faculty, staff, administrators
and other key parties exchanged during the formation process; non-participant
observation; and the journal of the original founder that provided a chronological review
of key events in the institution’s development. The researchers immersed themselves in
the exchanges with primary informants, conducting 33 formal interviews over a three
year period (year’s 4-7 of the institutions existence), and employed Lincoln and Guba’s
(1985) snowball method of data gathering through interviews. Through the use of
Kumar, Stern and Anderson’ (1993) purposeful sampling technique, the researchers
worked to repeatedly compare data gathered from primary informants over time, until
such time as saturation was realized and no new themes emerged. While the data was
provided by insiders to the process, no key informants were utilized to assist in analyzing
the data so as to avoid insider biases.
First order analysis and axial coding was undertaken for the purpose of defining
relationships between and among themes or categories of responses from primary
informants. Data gathered was coded using the NVIVO data analysis program, and
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findings were determined only after such statements were corroborated across multiple
informants. To provide for trustworthiness of the analysis process, the researchers
engaged in peer-debriefing; a process that required one researcher to assume
responsibility for initial data gathering and analysis, and assigns a second researcher the
responsibility of asking follow up questions of informants and seeking alternate themes
for consideration. Additionally, researchers applied the practice of inter-code agreement,
utilizing an alternate researcher to review first-order codes and completing second-order
sorts, taking steps to address any disagreement with results. Once major themes or
categories emerged, the researchers provided an opportunity for one primary informant,
the Dean, to provide meta-commentary on the findings.
The researchers found that eight central themes emerged in the construction of
identity including articulation of a vision; experiencing a meanings void; engaging in
experiential contrasts; converging on a consensual identity; negotiating identity claims;
attaining optimal distinctiveness; performing intentional actions; and assimilating
legitimized feedback. Further, the researchers suggest that these finding suggest that
identity formation is a sequential process, and that missteps at any one level create
confusion and misdirection at subsequent levels. For instance, failure to acknowledge and
articulate a vision leads to ambiguity, and the inability to identify “who we are” and “who
we are trying to become”—the meanings void phase. The findings also suggested that
there is a complexity that exists between the process of identity creation and the members
involved with the process, and that that process yields a significant amount of
negotiation. The findings advanced by Gioia et al. (2010), provide support for early
research. Corley et al. (2006) suggested that identity “does not appear out of thin air” (p.
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32), yet more specifically develops out of the complex interactions between individual
involved in the organizational development process.
Applying Research to Faith-based Institutions
Communicated values. Research in the field of organizational identity has
potential to advance strategic management across diverse business sectors. Consistently,
organizational values have been closely linked to organizational identity research
(Bostdorff &Vibbert, 1994). There are, however distinct situations in which organizations
maintain a set of values as core attributes whether or not members are aware of those
values (Cafaude, 1998). Monsma (1996) has defined a list of attributes that typify a
faith-based organization, however, a number of researchers (Sider, Olson & Unruh, 2002;
Smith & Sosin, 2006) have determined that faith-based organizations express their
religiosity in diverse ways ranging from subtle to fully-infused, and the manner in which
services are provided might make it less clear to stakeholders, including internal
members to understand and articulate the organization’s faith-based identity or core
attributes. Aust (2004) works to extend the application of organizational identity theory
to the faith-based sector by conducting empirical research that reviews the relationship
between identity and communicating religious language.
This study applied a content analysis for the purpose of determining the
relationship between communicated messages and organizational values. The study
focused on the United Church of God (UCOG), an international organization with more
than16, 000 member churches. The UCOG originated in 1995 as several institutions
severed ties with their previous association as a result over dispute with changing
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religious doctrine. An international organization, the UCOG has member churches in
more than 38 countries worldwide.
Communications with member churches is almost exclusively through written
communications. This practice provided ease of access for review and analysis of
communications. Data reviewed included external communications initiated from mid1995 through July, 2000; organizational charter documents including the Fundamental
Belief’s statement; regular communications from church leadership; the institutions
publication, Good News magazine and other organizational communications. All
documents reviewed are publically accessible documents.
The total number of documents available for review was significant (N ≥ 340).
Applying Krippendorff’s (1980) guidelines for managing data, a stratified sample of
documents was utilized that assured the data was significant in that it contained enough
data for review, yet small enough so that it would remain manageable. For the purpose of
units of analysis, value terms were designated after creating a value dictionary using
Rokeach’s (1973) Value Survey, establishing definable terms for 36 different values
contained in UCOG writings. A five-step process of analysis was completed. Value terms
were evaluated to understand their uniqueness; synonyms were compiled for each value
term, validating the appropriateness of each synonym through verification in multiple
standard English dictionaries and thesauruses; the sample of documents was coded
through a process that randomly assigned datum numbers to value terms; value terms in
each category were expanded to included derivative forms and tenses; and the value
terms were reviewed by external researchers to affirm that value terms were not
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represented in more than one category. From this process, 1,039 terms were coded in the
36 value categories.
Researchers initiated a pilot study to determine the appropriateness of individuals
(as compared to databases) reaching an appropriate level of intercode reliability.
Applying Jaid and Wadsworth’s (1998) guidelines regarding intercode reliability, a
sample representing 6% of the documents was coded. Two independent coders were
training and coded the sample, resulting in intercode reliability results of .083 (Holsti et
al., 1963) The level was determined to be unacceptable, and as a result, Hart’s DICTION
(2000) computer program was chosen as the appropriate means for coding. Beginning
with the Fundamental Beliefs statements, documents were loaded into DICTION, with
the first ten value statements used to determine communicated value frequencies. This
process was repeated until all sample items were coded. A multi-stage analysis provided
segmentation of the sample across three different time period in the UCOG’s
development. A total of 195 documents across the three time periods were reviewed, and
included greater than 24,000 value terms, with a mean number of times each value was
communicated equaling 687.
Following the coding and ordering of value terms from high to low frequency, the
researchers were able to demonstrate consistency of message across each time period.
There was very little deviation of top five values communicated across UCOG’s first five
years of operation. The findings do generally suggest a distinct value structure
communicated in its messages and a consistency in communicated values incorporated in
its messages. The analysis provides UGOG with the ability to definitively answer “who
are we”. The data also suggests that there is value congruence between what is
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communicated internally to members and externally to broader environments and
community members. The analysis provides an orderly, practical method for analyzing
communicated values, and minimizes the potential for identity formulation to be “left to
chance”. This simple analysis does demonstrate one example of how organizational
identity can be studied empirically, suggesting a means by which quantitative
assessments can be applied to this area of research.
Competing identities: congregation and service provider. Religious and faithbased organizations play a significant role in providing for the delivery of social services
in the United States. There are close to half a million congregations registered in the
United States, with a significant number providing some degree of social services and
family supports to members of their congregation and other individuals within their
general community (Chaves, 2004). Increasingly, congregations as providers of services
are realizing challenges between their identity as a church and their increasingly growing
identity as a service provider. Fitzgerald (2010), worked to help develop an
understanding regarding how congregations can balance the competing identities as
church and service provider. Specifically Fitzgerald sought to determine how religious
affiliation provided identity influence in light of government funding that shaped service
delivery.
Conducting a comparative case study, Fitzgerald focused on three faith-based
community organizations providing publically funded services. The analysis took place
over a seven-month period, and included gathering organizational histories, interviews
with board members and organizational leaders, review of internal documents related to
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service delivery and external documents including promotional materials, reports, public
events and religious services.
Fitzgerald noted that in each case, a separate 501(c) (3) organization had been
established for the purpose of distinctly identifying and standardizing the delivery of
services. The researchers recognized this specific action as a means of legitimizing the
entity as a service provider, specifically to external stakeholders. While still associated
with and sponsored by their congregation, this designation demonstrated an ability to
separate the secularized delivery of services from the organization’s sectarian goals.
Fitzgerald determined that the organizations maintained their religious identity in two
distinct ways; first by publically stating that it was their religious beliefs that motivated
the organization to deliver services and then by providing opportunity to dialogue, pray
and join in support of the organizations efforts. The researcher determined that together,
these two distinct activities created and maintained the religious identity amid delivery of
secularized services.
Organizational Identity and Catholic Institutions
Perceptions of mission and activity alignment. Centering their research in a
faith-based university, Ferrari and Velcoff (2006) utilized a two-factor analysis to assess
staff perceptions related to the institution’s missions and its demonstrated activities. The
researches focused their attention specifically in response to recent research that
evidenced trends that institutions of higher education were redefining their mission
statements—moving away from the inclusion of terms that invoked values of faith
(morals, human dignity, congregational affiliation) in favor of terms that were more
generic to higher education (independent, coeducational, residential) as noted by
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Burtchaell (1998). Selecting non-academic employees as the target population, the study
advanced current research beyond the perceptions of students.
The research setting was a medium-sized, faith-based Midwestern university with
an enrollment of 23,000 across three urban campuses in and around Chicago. The
participants were full-time staff cross representative of the three campuses and of nonacademic positions throughout the institution. Participation was voluntary, and
individuals were recruited through emails, memos and other inter-office recruitment and
small tokens or prizes were provided as incentive for participation. Two separate sample
groups were developed, and general demographics were gathered that included age,
gender, ethnicity, faith affiliation and number of years with the institution.
Participants completed the DePaul Mission and Values (DMV) inventory; a 39item survey. The inventory is divided into two sections with 16 and 23 questions
respectively. The first section uses a 7-point Likert scale (1=strongly disagree; 7=
strongly agree) to assess perceptions related to the institutions identity. Section 2 includes
a 4-point Likert scale (1 = not at all important; 4 = very important) to gauge how
personally relevant a distinct set of mission-related activities are. This section of the
DMV is intended to address the organization’s central attributes of identity: urban;
community based; and catholic. To test for the likelihood of reliability of responses,
participants were further required to complete the Revised Marlowe-Crowne Social
Desirability Scale (Reynolds, 1982).
A two-factor analysis was conducted with Factor 1 representing items that
expressed the institution as inclusive and innovative, and Factor 2 containing items that
expressed the institution’s Catholic identity. The first factor contained items reflective of
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the institutions identity as urban, and the second factor contained items related the
mission’s heritage. Using data gathered from Sample 2, a confirmatory factor analysis
using LISREL (Gorsuch, 1983), determined the validity of the subscales created.
In addition to defining alignment between mission and values between nonleadership members of an organization, this study suggests a potentially useful tool
(mission-value inventory) in the efforts to further conceptualize Catholic identity within
an organization. Organizational identity and the collective perceptions members take on a
unique context when studied within Catholic institutions. Recognizing the central
character—those believes that are “more or less an internally consistent system of pivotal
beliefs, values and norms”(Ashforth & Mael, 1996), as rooted in Catholic doctrine, and
founded by religious orders or dioceses, contemporary Catholic institutions, including
health care, education, and social services, are regularly the center of discussion
regarding strategies for preserving Catholic identity(Curran, 1997). Increased reliance on
revenue from sources other than the church, and often complex service delivery
structures operating under strict regulatory guidelines, these organizations frequently
come under scrutiny for their seemingly ”secular” identities.
Articulating the identity. Furthering the understanding of the identity of
Catholic institutions, Pijnenburg, Gordijn, Vosman, and ten Have focused their attention
on institutions of Catholic healthcare in an effort to define why it is important for such
organizations to articulate their Catholic identity. Catholic Health Care institutions were
targeting because of their prominent role in sponsorship of non-profit health care services
and in light of public pressures from outside groups challenging the institution’s positions
regarding faith-based restrictions on service delivery. The researchers targeted a sampling
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of institutions including three hospitals, one health system and on health care
association—the latter two understood to be member organizations.
The researchers conducted 27 interviews with key administrators, or those
individuals who bore responsibility for advancing the identity, mission and vision of their
respective organizations. Informants were cross representative of the Board of Directors,
participants on Ethics Committees within the institutions, and administrators in medical
or pastoral care. In addition, each of the respondents self-identified as persons who
believed in or practiced the Catholic faith, and 37% indicated they represented a religious
order or congregation. Interviews ranged in length from 30-60 minutes and were recorded
and transcribed. All interviewees were informed that the purpose of the interviews was to
discuss the articulation of Catholic identity.
The data gathered from the interviews was reviewed and re-reviewed for the
purpose of identifying general themes. Researchers coded general statements into first
and second order codes, and compared emerging themes with material publically
available on websites and in other promotional material for the institutions represented.
The researchers identified seven general themes that supported their process including
communication, understood to be the process the institution used to publicize its identity;
integrity or the congruence between the institution’s claims and its actions; inspiration or
the act of communicating why the work of the institution is important; invitation,
understood to be the act of encouraging others to commit their efforts to the mission of
the organization; ethics or the articulation of Catholic beliefs as the foundation for action
–the institutions moral code; being prophetic, identified as the reaffirmed commitment to
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the poor, and those who are suffering; and strategy, understood to be the extent to which
the institutions’ identity guides their decision making.
The findings suggested that, specific to Catholic health care institutions, the
identity of the institution was required to be explicit in all exchanges and interactions,
and that the identity of such institutions is understood to be a ministry of the Catholic
Church. The researchers compared the themes generated with insights provided by
Church leaders and a noted philosopher for the purpose of understanding how moral code
established centuries ago can dictate modern day decision making in light of health care
and other market advances. The researcher’s efforts in understanding this counter-culture
to contemporary service delivery underscored the importance of articulating the
organization’s identity across all levels of the service delivery system.
Living the mission. Mission statements are perhaps the most public element of an
organization’s identity. For Catholic institutions, the inclusion of spirituality or other
religious values in a mission statement becomes the defining feature of the organization’s
communicated identity (Feldner, 2006). By conducting a participant-content analysis
study, Feldener seeks examine communicated mission statements as a construct that has
the potential to simultaneously enhance and constrain organizations and their members.
Focusing on Jesuit Universities, Feldner targeted individuals who participated in a
national conference for Jesuit institutions that focused on advancing the mission the
Jesuit institution. A total 489 delegates from twelve Jesuit universities participated in the
conference. All delegates were contacted by follow-up email requesting their
participation in the study. A total of 26 delegates agreed to participate in the in-depth
interviews. The sample was cross representative of gender, and included individuals who
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self-identified as practicing Catholic and non-practicing Catholics, as well as individuals
who did not indicate any affiliation with the Catholic religion. Participants represented
diverse departments including faculty, administration, campus ministry, development and
alumni services.
Semi-structured interviews, ranging from 45 through 90 minutes, were conducted
either by phone or in person. Interview questions were shaped, in part by the researcher’s
personal involvement with a Jesuit institution, and in part by field notes from
participation in the mission conference. Using the conference experiences as a shared
experience common to all participants, the researcher sought to gain insight that
correlated this experience with the participants experience in their home institutions. The
researcher’s participation in the conference was intended to shape questions rather than
bias results of the study.
A comparative analysis method was review interview responses and filed notes, to
detect recurrent themes and patterns. Transcripts of interviews were again reviewed to
identify sub-coded relationships within the themes. Two distinct themes were realized:
participant’s recognition of the institution’s message was collectively inspiring and
overwhelming, and a realized disconnect between mission and action.
Feldner’s field study advances a greater understanding of the dynamic that results
when members believe decision making and action is in direct opposition to perceived
organizational identity. While this dynamic is not unique to Catholic institutions, this
research addresses the expectations that members have of Catholic institutions regarding
the alignment of mission and action. Member responses that addressed concern regarding
lay-offs or elimination of position, disparity of wages for maintenance or facility staff,
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and the perceived exclusive access to institutions amid urban communities were each
identified as concrete examples of disconnect between mission and action. There was
prevalent understanding that the mission was influenced by the Jesuit culture, but equally
prevalent concern that the actions of doing business didn’t always support that culture.
Further researching how Catholic institutions align mission, identity and action,
Nguyen (2006), undertakes and appreciative-inquiry analysis of Lasallian universities. A
representative sample of the 55 world-wide Lasallian universities was used. The sample
represented a population of institutions with diverse organizational age, size and
geographical location. Through the use of face-to-face interviews, site observation and
document review, Nguyen sought to connect the what should be and what is being done
across the organization’s core value statements.
Employing and ethnographic approach, Nguyen conduced one-week site
observations at 16 Lassallian universities, during which time he fully immersed himself
in the full university experience, attending Presidents’ cabinet meetings, faculty senate
meetings, observing classroom instructions, attending sporting events and campus
ministry activities, and observing work at university services programs as available. Face
to face interviews were conducted with 15 individuals at each institution representative of
diverse departments, positions and responsibilities across the institution. Data was also
secured from review of diverse historical and contemporary business documents
including strategic plans, presidents’ reports, vision and values statements and more.
Review of transcripts of interviews, significant written data from each institution
and field notes from on-site observations was coded and to reveal 4 major themes. The
themes were understood to be universal to Lasallian institutional identity, and
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observations from the individual site visits were used to validate the universal application
of those themes. The themes identified were community with a common purpose guided
by Lasallian identity; educational ministry that strives for excellence and responsiveness;
networking and collaboration for the purpose of achieving a greater good; leader that
fosters creativity and manages multiple identities effectively. Significant instances were
identified where members at institutional levels embraced or rejected when discussed and
critiqued against the Lasallian identity. Regardless of age of institution, documented
evidence existed where exchanges took place, framing actions within the organizational
identity. Nguyen advanced critical knowledge regarding the context in which members
make strategic decisions and how knowledge and understanding of an organization’s
identity promoted cohesiveness, creative and assist leaders to manage multiple identities.
Methodological Review
Organizational identity, the study of its application and its development has great
potential to provide insight into behaviors of an organization and its members. Advancing
knowledge of the paradigm through empirical measurements is essential (Puusa, 2006).
As demonstrated in this literature review, the studies to date have been largely qualitative
studies; with diverse data samples proving to be the key to effective research.
Common to each of the studies reviewed, in-depth interviews with informants
served as an essential means of data gathering. Gathering insights, perceptions, and
affirming congruence of “what we say” and “what we do” by means of one on one and
group dialogue is critical in gaining understanding of a concept that rest largely with the
perceptions of members of an organization. The studies that took the step to further
include members in coding or theme verification, or, as in the case of Gioia et al., 2010,
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meta-commentary, proved to be forward-thinking in recognizing the value of the research
is directly aligned with the accurate reporting of the member’s experience. In addition, a
constant in each of the studies presented was the immersion practices researchers
employed when completing their studies. With one exception, researchers presented to
the institutions they were studying. Interviews were conducted on sight, allowing not
only for the increased comfort level of the informants, but providing the opportunity for
researchers to strengthen their processes through greater understanding and appreciation
of the environment they were studying.
In gathering demographics on study participants, the research presented
effectively identified those characteristics that were integral to understanding potential
bias of thought or perception. When assessing member identification in rural cooperative
models, the researchers aptly accounted for those characteristics that might suggest bias
against or in support of cooperative models. Additionally, in studying Catholic
institutions, researchers accounted for individuals who self-identified as practicing
Catholic or who were familiar with the Catholic principles. Again, understanding that
perceptions are key to the organizational identity concept, articulating what factors might
influence perceptions is key to an effective study.
The studies reviewed and presented placed significant importance on the value of
archived organizational writings as vital to the study. Such data, when gathered and
coded, demonstrated evidence of messages communicated both internally and externally.
When correlating the data with interview responses, use of this data source added to the
richness of the studies. In one instance, historical data included the personal journal of a
key informant. While it is not reasonable to believe that such data would be routine to
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most studies, the historical point-in-time reflections and accounts of activities appeared to
provide an element of authenticity to member perception that gave served to further
validate the coding process and eventual themes identified by the researchers through the
analysis of interview and archived materials.
Gaps in Research
The study of organizational identity is a relatively new paradigm, and as such,
there are limited studies that provide definitive direction on the how to study this concept
empirically. Reviewed more frequently from the perspective of how identity defines
decision making or member’s alignment with an organization, lesser emphasis has been
placed the construction of identity or how identity is demonstrated through service
delivery. Additional studies that define the processes undertaken to establish or redefine
organizational identity would serve to advance the understanding of this construct.
The notion of identity reflects that which is central, core and distinctive to an
organization. Limited research centers on the element of distinctiveness. In researching
faith-based social service delivery, distinctiveness might be the critical element that
differentiates the agency from its secular counterparts. Additionally with respect to faithbased, specifically Catholic institutions, there are emerging studies related to the Catholic
identity of colleges and universities, and to a lesser extent health care institutions.
Limited studies address the Catholic identity of the social services network, including
Catholic Charities. This area is rich in opportunity, including addressing identity through
governance, service delivery, personnel policies and more.
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Chapter Summary
Understanding the empirical research completed to date on organizational identity
provides a frame for understanding the significance of employee perceptions in making
sense of, demonstrating and advancing organizational identity. Reviewing the research
conducted since Albert and Whetten’s work strengthens the reader’s knowledge of the
evolution of organizational identity theory, has demonstrated areas where there are gaps
in knowledge, and creates for this researcher the opportunity to further apply the theory
in a Catholic human service setting.
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Chapter 3: Methodological Approach
For leaders and stakeholders in an organization, alignment with an organization’s
identity is one of the critical factors that contribute to an organization’s success.
Organizational identity, defined as “that which members believe to be central, enduring
and core” (Albert & Whetten, 1985), is the underlying construct that supports the
development of mission and value statements, program design, governance and strategic
decision making within an organization. Central to the concept of organizational identity
is the principle of member perception. Albert and Whetten’s groundbreaking definition
placed significance on the perceptions of those individuals internal to an organization—
those responsible for forming and shaping identity, and those responsible for maintaining
identity. It is in that vein that the concept of organizational identity poses challenges and
opportunities to scholars.
The manifestation of an organization’s identity can be realized in a variety of
ways. It can be publically stated in the organizational mission statement, communicated
through archival or contemporary writing, and is, ideally, expressed through the work of
the organization’s members. Understanding organizational identity positions an
organization’s decision makers to stay relevant, to stay competitive. To understand an
organization’s identity is to understand its core values and leaders who understand and
can clearly articulate that which is central to an organization are well-suited to recognize
opportunities and threats for what they are. A significant number of researchers have
studied the dynamics of organizational identity, seeking to understand its complexity and
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the potential for organizations to maintain multiple, often competing identities (Balmer,
2001; Balmer & Greyser, 2002; Dutton & Dukerich, 1991; Foreman & Whetten, 2002;
Gioia, 1998). With organizational identity the construct for which strategic decisions are
determined, leaders of organizations with multiple identities are challenged when faced
with decision making in light of competing identities.
Application to the Research Problem
Perhaps nowhere is the concept of organizational identity more widely wrestled
with than in faith-based organizations, and in particular Catholic institutions. While
Catholic healthcare, education and social services were developed and administered by
dioceses and religious orders, increasingly as each of the institutions gained acceptance in
their professional sector, financial support for and utilization of became increasingly less
exclusive to the Catholic Church (Curran, 1997). Additionally, with declining vocations
to priesthood and religious orders, and increasing involvement of laity in leadership roles,
staffing and administration demographics shifted. Contemporary Catholic health care,
education and social service entities tend to be incorporated separately, privately
governed, and while the local diocese retains ecclesiastical oversight, the institutions
typically receive minimal financial support from their affiliated Church sponsor (Curran,
1997).
Significant research and discourse is afforded to maintaining Catholic identity
amid concerns that institutions including health care, higher education and charities are
becoming increasingly secularized (Janosik, 1999) At the national level, the Catholic
hierarchical organization, the United States Catholic Conference of Bishops (USCCB),
works to” unify and coordinate the ministries of the Catholic Church including health
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care, education and social services (USCCB, 2012). At the local level, leaders struggle to
make sense of multiple, often competing identities. Directives from funding sources
requiring adherence to anti-discrimination hiring practices often conflict with directives
from the local bishop regarding hiring practicing Catholics, or prohibitions against
extension of health benefits to same-sex partners. Grant administrators frequently require
diversity on boards and governance structures, while local dioceses might require
exclusive or significant representation of Catholics on agency boards. Federal health care
mandates have forced Catholic employers to provide coverage for reproductive services
contrary to their core moral values.
Research Questions
The construct of organizational identity is tied to member’s perception of those
beliefs that are central and distinctive to their organization (Albert & Whetten, 1985).
Internal to the the organization, it is member’s understanding and application of beliefs
that shape and effect delivery of service. By applying the organizational identity theory to
Catholic organizations, this research develops greater understanding of how Catholic
organizations maintain their Catholic identity amid the delivery of largely secularized
services. The research questions are as follows:
1.

How do Catholic social service organizations maintain their identity while
delivering services that are largely secular in nature? What do members
(employees) of the organization perceive to be the core, central and distinctive
elements that demonstrate their organization’s Catholic identity?
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2. Is there significant difference in the perceptions of members charged with
delivery of service within the organization and of responsible for leading the
institution?
Research Setting
This study on Catholic identity was conducted in the human service provider
network of the New York State Catholic Conference (NYSCC)—specifically within the
Catholic Charities member organizations. Operating in each of the eight diocese of New
York State, this network provides an array of services that encompass emergency food
and shelter; adoption and pregnancy services; immigrant and refugee assistance; family
and social supports; mental health services; services to the HIV and AIDS affected
population; reentry services and supports for former offender; care for the vulnerable and
abused; and more (New York State Catholic Conference, 2012). For more than 100 years
the system has provided direct services under the direction of the bishops of the
individual dioceses. Annually, more than 1.6 million New York residents receive services
from this network (New York State Catholic Conference, 2012). Services are provided
without regard to religious affiliation, and are available in each of New York State’s 62
counties.
From the NYSCC 2012 annual report, the Catholic Charities network in New
York State employees more than 22,500 individuals. Additionally, programs and services
are supported by a network of more than 18,000 volunteers. Annually, revenue generated
to support the delivery of services is in excess of $1.7 billion dollars, largely from
sources other than the Catholic Church (NYSCC, 2012). Contracts with Federal, State
and local governments comprise close to 70% of revenue received. Collectively, the
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organizations operate under the unified teaching of the Roman Catholic Church as
detailed in the Compendium; a pontifical document that details the elements of Catholic
Social Teaching that are inherent to Catholic institutions. Individually, the agencies
represent separate and distinct institutions, separately incorporated and operating under
the authority of the local bishops.
Structurally speaking, each diocese maintains a president and CEO of the charities
agency, and maintains an administrative structure that supports the size and scope of its
organizations. Three dioceses maintain decentralized corporate structures, and in those
dioceses regional agencies operate as subsidiaries of the larger diocesan corporation,
maintaining their own board and governance structures. In the remaining dioceses, each
diocese maintains a single corporate structure, with services to communities functioning
as divisions within the greater corporate structure.
Research Participants
Organizational identity is, for the most part, an internally developed construct that
represents an organization’s core values and beliefs. It is what members believe to be
central, enduring and distinctive to their organization (Albert & Whetten, 1985).
Employees are the primary stewards of identity, and as such, gaining insight into their
perceptions provides a true indication of an organization’s identity.
Employees of the Catholic Charities agencies of the NYSCC were the participants
in this study. Representing organizations of the eight distinct dioceses of New York State,
more than 22,500 individuals make up the employee base of the NYSCC member
agencies. The employees represented direct care and service workers; medical and social
work professionals; clerical, administrative and operations support staff; and professional
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administrators including executive and senior level managers. Employees represented
diverse demographics including age gender and ethnic groups and have education levels
that range from High-school graduate through advanced professional degrees. The
employee base was made up of individuals of diverse faith affiliations. Generally
speaking few positions across the network have established practicing Roman Catholic
faith as a bona-fide condition of employment. Those positions are typically the Chief
Executive positions for the individual agencies.
All employees from each of the eight Catholic Charities member agencies with
access to an electronic individual email address through their employer were considered
eligible participants. Six of the eight Diocesan Charities entities agreed to participate.
Participants were solicited by electronic communications in the form of a survey. An
advance communication developed by this researcher and distributed by the chief
executive of the individual agencies was distributed to the agency employee base,
confirming the legitimacy of the survey and encouraging employee’s participation.
Following the initial survey mailing, reminder communications were distributed weekly
for a total of three weeks, providing a total of thirty days for participants to respond.
Participation was voluntary, and there was no compensation for participation. No
communications were distributed to the employees of the two dioceses that opted out of
participation.
The draft survey document was field tested with three individuals who were
affiliated with Catholic institutions but not part of this network of agencies. This step
provided the researcher the opportunity to address concerns with readability, flow of
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questions and overall ease by which participants could access the survey tool. No
responses from this process were included in the data analysis.
An initial distribution of the survey took place in a mid-sized organization. This
pilot approach allowed the researcher to review the data from respondents and to make an
initial determination if any of the questions yielded skewed or insufficient responses. The
researcher looked for indicators including questions with a higher than average number of
no responses. The researcher used this initial process to determine if any questions
needed to be reworded or eliminated from the study. No new questions were added
between the pilot phase and full distribution. Questions with significant number of “I
don’t know” responses were not considered questionable, as this is an indicator of value
for the participating agencies.
Research Tool, Collection and Analysis
Organizational identity is a construct of member perceptions; as such, efforts must
be utilized that seek to gain insight and understanding of what members believe to be
central to their organization’s identity. This study undertook a form of analysis that
employed both qualitative and quantitative measures of analysis, utilizing an electronic
survey composed of questions requiring short text narrative responses. Guided by the
principles of Catholic Social Teaching as outlined in the Compendium of the Social
Doctrine of the Church (Compendium), and with focus on areas of mission, vision, values
and service delivery, general themes and constructs were reviewed for the purpose of
determining perceptions of members as they relate to organizational identity.
To gain a sense of baseline perceptions, respondents were provided a series of
statements that represent positions defined by the Compendium as elements of Catholic
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Social Teaching. Respondents were asked to identify which ones they felt, as a general
rule, were essential to demonstrating Catholic identity within an organization.
Respondents were not limited in the number of statements they could identify as being
essential.
Respondents were then asked questions specific to their own organization that are
intended to indicate how Catholic identity is demonstrated within their individual
organization. Questions followed a five point Likert format in which respondents
indicated their level of agreement with the statements presented. Because of its role as a
source document for Catholic Social Teaching, and therefore Catholic identity, the
statements followed the elements of identity outlined in the Compendium. This
eliminated the potential for subjectivity or bias on the part of the researcher. See
Appendix A for the entire survey.
The general elements of assessment, in five-point Likert format, were within the
following parameters: the expression of the Church’s doctrine (the work my organization
does is rooted in scripture); the promotion of human life and the dignity of the human
person(we provide programming that meets the needs of persons from conception
through old age and death or we provide outreach to the infirmed, the disabled and those
unable to care for themselves); the recognition of spiritual, physical and mental needs(we
provide counseling or direct services that heal the mind, the body and the spirit or our
services recognize the need to attend to the human spirit as well as that address physical
or mental health conditions ); the principle of common good and the preferential option
for the poor(my organization recognizes and responds to issues of distress and suffering
or meeting the needs of those who are poor is a priority in our programs and service
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delivery); the principle of subsidiarity and participation (we believe decision making is to
be made at the most basic level, and include the poor and those we serve in our decision
making and governance or we recognize all people to have a right to participate in the
economic, political and cultural life of our communities); the principle of solidarity( we
believe there is a biblical call to welcome the stranger among us, and do so by
developing programs that reach persons of all languages and beliefs); the dignity of
work(we believe all persons have a right to a just wage or my organization has a wage
scale that is fair and just); the dignity and sanctity of family(our programs recognize that
the family is the fundamental basis of society or our programs work to strengthen or
enhance the basic family unit); and the care of God’s creation (the agency employs sound
environmental practices in the administration of its work).
In addition to responding to the questions indicated above, two short text
questions were asked of each participant, seeking in their own words answers to
questions that ask perception to mission (I believe my agency’s Catholic identity is
demonstrated through our mission by) and perception to overall organizational operations
as it relates to Catholic identity (My organization regularly communicates its Catholic
identity by). The purpose of these responses was to generate overall themes and common
beliefs that extend across organizations and the network as a whole. The questions were
placed at the end of the document, as it was the hope of this researcher that earlier
questions guided by principles defined in the Compendium raised the awareness and
frame of reference of respondents. Providing responses to the short text questions was
optional.
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The research of Helms and Stern (2001) suggests that the responsibility rests with
organizational leaders to generate a degree of consistency within an organization in order
to align activities with beliefs and culture. To provide for a rich understanding of
congruence of perception between line-level and leadership staff, the survey tool began
with brief, general demographic questions that helped to define respondents’ hierarchical
role within the organization. In addition, faith affiliation was assessed to determine if
participation in or awareness of Catholic tradition impact the overall understanding and
awareness of the organization’s identity. To add value to the individual member agencies,
survey responses included an indicator that identified the respondents’ member
organization. This provided the opportunity to share research findings specific to member
agencies as well as findings that speak to the network as a whole.
Data Collection
Surveys were distributed through the researcher’s institution-issued survey
program, Qualtrics. The survey tool was an electronic survey, distributed to specific
email addresses, with IP addresses serving as a unique identifier. Participants were able
to start and save progress, returning to the survey to provide for completions. They were,
however, unable to forward the survey to alternate addresses for completion. This
protocol served to assure that respondents only participated once. No identifying
information was incorporated in survey responses, and IP addresses were known only to
the researcher. Follow up communications were incrementally distributed in the form of
survey reminders, and were sent to individuals who had yet to communicate their
response. A pre-programmed acknowledgement was sent to the IP address of those who
responded. Participants and member organizations were notified in the survey
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introductory comments and statement of consent regarding how they may obtain
information related to the findings of the study. Information provided to participants will
be in the form of aggregate findings. Participating organizations will be provided with
aggregate findings specific to their individual organization and the network as a whole.
No participants or member organizations will have access to individual survey responses
or participant’s email addresses, or other raw data associated with this research project.
Data for initial demographic information was in Likert-scale format. No
personally-identifying data was requested. Respondents had the option to not provide
responses to demographic information. Data was assembled and maintained in the
aggregate by the researcher and no member organizations or individual participant had
accesses to raw data. The responses are maintained on the researcher’s secure network
server, and the data file with email addresses for participants is maintained separately
from collected and analyzed data. Upon successful completion of research and analysis,
the email address file will be destroyed. Raw, aggregate and analyzed data will be
retained by the researcher for a period of not less than five years.
Data Analysis
The first level of data analysis was to review responses for completeness. Surveys
with a significant amount of missing or incomplete responses were eliminated from the
analysis. Failure to respond to demographic questions alone did not disqualify a survey
from this study; however responses that provide only demographic and no responses to
survey questions were not utilized. Initial demographic analysis included the categories
of roles within organization, length of time within the organization, and by faith
affiliation. Demographic data served to inform the study of the numbers of and
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characteristics of respondents. It was also used in subsequent levels of analysis to identify
congruence of perspectives between leaders and line-level employees. Responses with no
demographic data identified were incorporated into general analysis, including themes
and trends.
Regarding organizational affiliation, this demographic indicator was not used in
any analysis for reporting purposes. This demographic was reserved for the sole purpose
of providing analysis of aggregate data specific to participating organizations. This
researcher provided a snapshot of responses to the chief executive of each participating
member organization. There was no cross comparison between organizations.
Participating organizations were provided access only to their own and to aggregate
(network) survey findings.
The second level analysis focused specifically on general identity statements.
Analysis of these identity statements were completed to determine what factors
employees identify as being essential for Catholic organizations to demonstrate. This
level of understanding proved significant in gaining insight regarding where members
recognize Catholic identity within their own institutions. The initial analysis assessed
measures of central tendencies, identifying the frequency, mean, and standard deviation
for each of the identity statements indicated. The researcher completed tests for skewness
and kurtosis, respectively, to determine if there are distributions that appeared to be
abnormal. Given leaderships’ role in conveying and guiding operations to maintain an
organization’s identity, assessing supervisory understanding of what identities a Catholic
institution should demonstrate was essential. The second level of analysis was repeated
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utilizing the statements identifying member’s perceptions of what characteristics they
believe their own institution demonstrates.
A comparative factor analysis was completed utilizing the data obtained from the
general statements and agency-specific statements. This process was essential to generate
findings regarding what member’s believed to be necessary elements, and what they
believed their organization to demonstrate; for instance, looking at the number of
individuals who felt that, in general, meeting the needs of the poor and vulnerable is a
priority and that strongly agreed that their agency demonstrates meeting the needs of the
poor and vulnerable as a priority. A Pearson correlation was used to, with the statements
grouped by the nine priority areas from the Compendium. This process was undertaken
for the purpose of determining trends and degrees of variance between variables; for
instance, determining if persons whose faith identification was catholic had noticeable
differences in responses from those who self-identified as agnostic. The multi-factor
analysis further observed the potential for congruence or variance between line and
leadership staff. The researcher completed a test of Chronbach’s Alpha to determine the
reliability factors associated with this analysis.
The qualitative, short text responses were analyzed for the purpose of determining
general themes and trends. The researcher entered this data into coding software, AtlasTi,
and completed primary and secondary analysis for themes. This data was coded into the
themes of Catholic Social Teaching, and triangulated with the data obtained from the
completed statistical analysis. The data was also coded to account for themes that
included members unsure or not knowing how identity was communicated and
demonstrated, as well as to account for members’ responses indicating the organization
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does not communicate or demonstrate Catholic identity. The generated themes are
indicated in Appendix B.
For the purpose of providing value to the participating diocese, this analysis took
place for individual agencies as well as at the aggregate level. Only aggregate data was
reported for research purposes. Religious affiliation of both line and leadership members
at this point served as a unit of analysis to determine if there is a correlation between
members perceptions and the extent to which they believe their organization
demonstrates Catholic identity. Understanding this relationship is essential to generating
inferences from the responses. Identity should be clear and understood by all members,
and the extent to which pre-existing knowledge of Catholic Social Teaching contributes
to member’s perception could prove significant.
Short text responses were coded using the dedicated qualitative coding program
ATLAS Ti. Responses were electronically transferred from Qualtrics into the program to
eliminate the potential for data entry errors. The researcher was solely responsible for
assuring the fidelity of the data transfer from the survey program to the coding program.
Responses were coded to identify themes and central ideas. A first level analysis was
conducted for the aggregate data, and subsequent analysis coded the responses unique to
each member organization. As with the quantitative data, agency specific responses were
not part of the overall research findings.
Responses were grouped to address mission, service delivery, general
organizational culture and more as defined by the elements of Catholic Social Teaching.
The researcher was able to draw specific examples from the data that substantiate or
demonstrate the application of Catholic Social Teaching elements in the NYSCC network
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of agencies. It is anticipated that the findings will be reported in aggregate to the broader
network with subsequent tables demonstrating the findings unique to each member
agency, and made available only to each individual agency. In reporting the data
publically or beyond the network, every effort has been made to secure the identity of the
network, referring to the participants only as members of a state-wide network of
Catholic agencies. The researcher is reporting the findings as evidence of employee
perceptions. The researcher has made no attempt to evaluate the appropriateness of
findings as they related to Catholic Social Teaching, rather, simply reporting on the
perceptions of employees using the basic elements of Catholic Social Teaching as
baseline data.
Data Storage
Data collected and obtained for the purpose of this study is maintained on this
researcher’s secured network server. No identifying data including emails or
communications from participating member organizations has been maintained on
portable storage devices. All data collected for the purpose of this study will be retained
for a period of five years from the date of the successful completion of the dissertation, at
which time the all data, exclusive of findings and the general dissertation document will
be destroyed in a manner consistent with safe destruction of files from the researcher’s
network server. The server and the related storage and destruction protocols have been
determined to be compliant with industry regulations of highest standards, including the
Health Insurance Portability and Accountability Act (HIPPA) and other regulatory
protocols.
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Survey responses have been transferred into statistical analysis and coding
programs including SPSS and Atlas Ti. This data is response data only, and does not
include identifying emails or other data that could be used to determine the research
participants. Care has been taken in the transfer of data to the analysis programs to assure
the integrity of responses remain intact. Access to both Atlas TI and SPSS has been
through secured network servers to further protect the integrity of the data and minimize
the potential for the data to be compromised.
Summary of Methodology
Understanding organizational identity through theoretical application and
empirical study provides the opportunity to understand the constructs in which strategic
decisions are made and organizations advance in their operations. This chapter explains
the foundation for studying organizational identity—specifically Catholic organizational
identity, within a network of human service agencies. Through the gathering and analysis
of member perceptions, this study will seek to define that which members believe to be
central, enduring and distinctive to their individual organizations; and aggregate themes
will be used to conceptualize the identity of the greater organization.
The results of this study will position agency leaders and leadership of the
NYSCC to be fully aware of the perceptions of those internal to the network and
responsible for the day-to-day carrying out of the organizations’ missions. Understanding
the perceptions will position the leadership to understand where there is opportunity to
more carefully articulate identity constructs, including reaffirming and strengthening
alignment with the principals of Catholic Social Teaching. In addition, this study will add
to the body of knowledge that seeks to understand the concept of organizational identity;
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most notably in the area of understanding the application of Catholic ideals in the
delivery of service.
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Chapter 4: Results
This research focused on Catholic organizational identity and members’
perceptions regarding the expression of that identity within their employing institutions.
Using a survey approach, this research asked employees of Catholic human service
organizations to first indicate what characteristics they believed were central to the
identity of Catholic institutions in general, and then further sought their perceptions
regarding the demonstration of those characteristics within their own institutions. Two
research questions were associated with this study:
1.

How do Catholic social service organizations maintain their identity while
delivering services that are largely secular in nature? What do members
(employees) of the organization perceive to be those core, distinctive elements
that demonstrate Catholic identity?

2. Is there a significant difference in the perception of members charged with the
delivery of service within the organization and those responsible for leading
the institution?
This chapter presents the results of this research project and its subsequent data
analysis. Following general demographics, the research is presented in two distinct
segments; first, an analysis of the responses to Catholic identity statements followed by
an analysis of members’ short answer responses to questions regarding the demonstration
and communication of Catholic identity in their organization.
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The Research Setting
This study on Catholic identity was conducted in the human service provider
network of the New York State Catholic Conference (NYSCC)—specifically within the
Catholic Charities member organizations. Operating in each of the eight dioceses of New
York State, this network provides a comprehensive array of programs and services that
address the individual, family, and community needs of New York State. Services
include emergency food, clothing, and shelter; parenting, pregnancy, and adoption
services; immigrant and refugee services; family and supportive social services; services
to the HIV and AIDS affected population; reentry services and supports for the former
offender; care for the vulnerable and abused; and more. With a level of service provision
available in each of New York State’s 62 counties, the hosts of services offered within
each member organization are unique to the diocese and community it serves. Services
are provided without regard to religious affiliation.
The organizations are individually incorporated as distinct entities, each operating
under the authority of the local bishop. Each diocesan office maintains a president and
CEO of the charities agency and maintains an administrative structure that supports the
size and scope of the organization. Three dioceses maintain decentralized corporate
structures, and in those dioceses regional agencies operate as subsidiaries of the larger
diocesan corporation, maintaining their own board and governance structures.
The network as a whole employees more than 22,500 individuals, and is
supported by a network of 18,000 volunteers. Significant in size and scope, the network
generates annual revenue in excess of $1.7 billion, largely from sources other than the
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Catholic Church (NYSCC, 2012). Close to 70% of that revenue comes from individual
organization contracts with Federal, State and local governments.
To access the network, this researcher approached the diocesan directors by way
of the New York State Catholic Conference, providing general information regarding the
intent and logistics of the study. See the descriptive letter sent to the diocesan directors in
Appendix C. Each diocesan director then received written follow up from the researcher,
providing the opportunity to answer any questions and seeking commitment for the
participation of their organization. Six of the eight dioceses in the state agreed to
participate, with all but one following through on allowing e-mail access to their
employees. The participating dioceses represented both centralized and decentralized
structural organizations.
The Research Participants
Employees of the Catholic Charities agencies of the New York State Catholic
Conference were the intended participants in this study. The employees represented direct
care and service workers; medical and social work professionals; clerical, administrative,
and operations support staff; and professional administrators, including executive and
senior level managers. The employees represented diverse demographics including age,
gender, and ethnic groups, and had education levels that range from high-school graduate
through advanced degrees.
Additionally, the employees represented individuals from diverse faiths to no
faith affiliation. Generally speaking, few positions within the network required practicing
Roman Catholic as a bona-fide condition of employment. Those positions that required
the employee to be participating Catholic were typically the chief executive position for
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the individual agencies. The participating dioceses collectively employed more than
3,200 individuals that served as potential research participants.
The Research Tool
For the purpose of this research, an electronic survey tool was developed and
distributed to employees of participating agencies.

The survey included a series of

quantitative data, including demographic questions, statements regarding Catholic
organizational identity in general, and statements specific to members’ specific
organizations. The Catholic identity statements were drawn from the Compendium of
Social Doctrine of the Catholic Church, source document issued by the Vatican as a
guide for framing and maintaining the Catholic identity of Catholic institutions. Two
final questions provided for members’ short text responses to questions regarding their
perceptions of how their employing organization demonstrates and communicates its
Catholic identity.
The tool was field tested with three individuals from outside the NYSCC network
of agencies, who work in Catholic organizations. The purpose of this activity was to
assure that questions were logical in their presentation, and prompted responses that
would be measurable and potentially rich in data. In addition, the tool was piloted with
the smallest of the participating organizations to assure that the electronic distribution,
reminder, and tabulation processes worked without technical errors. No changes were
made to the survey instrument itself following the pilot testing.
The survey tool was developed utilizing Qualtrics Survey Software, a program
provided to the researcher through St. John Fisher College. The program provided the
opportunity to allow for anonymous participation in the survey. Four of the participating
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dioceses provided the researcher with e-mail addresses, allowing for the survey invitation
to be directly sent from the researcher to employees. These employees received an
advance communication from the diocesan director regarding the legitimacy of the
survey, and encouraging employee participation. The advance communication letter is
provided in Appendix D. The employees received the initial survey invitation and timed
reminders distributed at three week intervals, for a total of four communications from the
researcher. One participating diocese, operating under the protocols defined by its own
institutional review board, opted to have employees contacted via a bulk listserve. The
employees of this diocese received an initial communication from their diocesan director
regarding the legitimacy of the survey and encouraging their participation. The
employees then received a communication directly from the researcher, inviting their
participation and providing an open link to the survey tool. The employees of this diocese
received one additional reminder communication from their diocesan director
encouraging their participation in the survey. While no modification was necessary for
the survey instrument, the use of a listserve function required an open e-mail link, rather
than a secure e-mail invite link to the survey.
Data Collection and Analysis
General analysis. The survey was distributed electronically to approximately
3,200 employees throughout the participating dioceses. A total of 667 surveys were
opened, with 14 individuals declining to participate. A total of 626 individuals responded
to one or more of the survey questions, resulting in a response rate of 19%. A total of 14
individuals indicated that they declined to participate in the survey. Responses
represented employees of each of the participating organizations.
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The researcher employed several techniques for the analysis of data. An initial
review of responses was completed for the purpose of identifying missing or incomplete
data. Data determined to be missing was assessed to determine the impact on the general
analysis. Missing data was most notable in relation to the identity statements. In this
section, respondents were presented with a series of 24 statements, and asked to indicate
by way of a check mark, which statements they believed were important for a Catholic
organization to demonstrate. Participants could indicate any, all, or none of the
statements based on their own personal perceptions. Based on the number of statements
and the number of responses, this data represented a field of 15, 204 cells, each
containing either the numeric value 1 to represent statements that were indicated by
participants as demonstrating Catholic identity or a dash (-) to indicate a missing data
field. Utilizing SPSS software, the researcher recoded missing data fields with the
numeric value 0 for the purpose of data analysis. No other data fields required recoding
of missing data.
The researcher employed a first level analysis of the general demographics of
respondents. Participants were asked a series of questions that would identify general
characteristics of the population surveyed. Respondents indicated gender, their current
position, length of time in the organization, and identified their religious affiliation. Of
those who participated, a total of 626 indicated their length of time with the organization.
Of those who responded, 55% (n = 347) identified they had been with their organization
for five or more years. The least number of participants, 13% (n = 83), reported they had
been employed with their organization for less than one year. The remainder, 31% (n =

82

196) indicated they had been with their organization between one and four years. This is
depicted in Figure 4.1.

Length of Time in Organization 1

Figure 4.1. Length of Time in Organization.
Participants were asked to indicate their position within their organization. Figure
4.2 indicates the results as reported by the survey respondents.
Position within Organization 1

Figure 4.2. Position within Organization 1.
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Participants were asked to identify their affiliate organization. A total of 617
participants identified the organization with which they are affiliated. Of the five
participating dioceses, the largest representation, 39% (n = 243), was from the Diocese of
Rochester; the Diocese of Albany followed with 29% of the respondents (n = 181), and
the Diocese of Buffalo accounted for 16% (n = 101). The Diocese of Rockville Centre
represented 13% of the respondents (n = 82), while the Diocese of Ogdensburg accounted
for 1% of the respondents (n = 5). For the purpose of this research, no analysis was
completed to compare or contrast the responses of participants from individual
institutions.
The individual religious identity and affiliation of members had the potential to
impact awareness and understanding of, and affiliation with institutional identity (Sullins,
2004), though organizational identity theory in general would suggest that awareness of
identity is tied to communication of central, core, and enduring values. As part of the
general analysis, the religious affiliation of participants was identified, using general
categories defined by the General Social Survey (GSS), a generally recognized survey
source for defining demographics within the United States.. A total of 96% (n = 602) of
the participants identified their religious affiliation.
In addition, because affiliation with the Catholic faith has potential to inform
members’ perceptions, participants were asked to self-identify if they, at any time, had
been, but are not currently, a practicing Catholic. A total of 465 individuals responded to
this question, with only a slight difference in the distribution of responses (y=45%;
n=55%). Table 4.1 identifies the faith affiliation of respondents.
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Table 4.1
Survey Participants’ Faith Affiliation
Faith Affiliation

Responses

Percentage

Protestant

132

22

Catholic

289

48

Mormon/Jehovah Witness/
Orthodox

6

1

Jewish

10

2

Muslim

3

0

Buddhist

8

1

Agnostic

26

4

Religious but unaffiliated

100

17

Atheist

11

2

Secular unaffiliated

23

4

Total

602

Identity statements. Respondents were presented with a series of 24 statements
and asked to indicate which statements they felt represented characteristics of a Catholic
organization. The statements were compiled from the Compendium of the Social
Doctrine of the Catholic Church, and reflected statements specific to the expression of the
Church’s Catholic Social Teaching. Participants were free to pick as few or as many
statements as they felt appropriate. A total of 95% (n = 597) of participants affirmed one
or more statements as important characteristics of Catholic organizations.
The statement “the agency serves all people in need, regardless of their faith
affiliation” received the greatest number of affirmative responses with 96% (n = 571) of
the participants indicating this as an important characteristic, followed by “the agency’s
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employment practices are fair and just, and respect the rights and dignity of all workers”
affirmed by 83% (n = 494) of the respondents. The statement “meeting the needs of the
poor is a priority in programming and service delivery” followed closely behind at 80%
(n = 478).
The statement “religious symbols are prominently displayed in agency facilities”
received the least amount of affirmative responses, with 17% (n =104) of the participants
affirming this statement as an important characteristic. The statement “promotional
materials and written work identify that the work of the organization is rooted in
scripture” received the next least number of affirmative responses, with 25% (n = 150) of
the participants affirming this statement as an indicator of Catholic identity.
To affirm the identity statements presented, participants were asked to check all
statements that they believed were important for a Catholic institution to demonstrate.
For the purpose of analysis and to account for missing data, responses to the identity
statements were coded in SPSS (1, yes; 0, no). Accounting for missing data was essential
for the purpose of assessing affirmed identity statements against perceptions of
participants’ relative to their own institution. Table 4.2 represents the statements, the
number of affirmed responses and the percentage of overall participants who affirmed the
statement.
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Table 4.2
Identity Statement
Identity Statement

# of responders

%

The agency promotes the sanctity of life through programming and
service delivery
The agency’s programs are developed and maintained that support
the human person from conception through natural death
Programs are provided that outreach to the infirmed, the disabled or
those unable to care for themselves
Promotional materials and written works identify that the work of
the organization is rooted in scripture
Religious symbols are displayed prominently in agency facilities

342

57

298

50

472

79

150

25

104

17

A prayerful environment is supported with prayer and reflection
incorporated into meetings and agency gatherings
The mission and programs are not just about compassion, but
responding to conditions that threaten the common good
Programs and services are provided that address the physical and
spiritual needs of individuals
The agency works to influence policy and community practices that
threaten the common good
The agency responds directly to issues of distress and suffering

206

35

446

75

338

57

370

62

458

77

The agency actively demonstrates its commitment to matters of
social justice
Meeting the needs of the poor is a priority in programs and service
delivery
The agency works to include its clients in decision-making and
governance
The agency works to assure the poor and vulnerable have
opportunities for decision-making in the communities in which they
live
The agency serves all people in need, regardless of their faith
affiliation
The agency’s programs reflect an understanding of the importance
of the natural family as a key unit of society
The agency’s employment practices are fair and just, and recognize
the rights and dignity of all workers
The agency promotes broader community efforts to address the
rights and dignity of all workers
The agency employs environmentally sound practices in the
administration of its work
The agency seeks to promote community-wide and global
understanding and respect for sound environmental practices
The agency respects the authority of the local bishop

405

68

478

80

311

52

398

67

571

96

216

36

494

83

363

61

369

62

281

47

279

47

The agency fosters a relationship with local parishes

398

60

The agency initiates and participates in dialogues with diverse faith
communities
The agency promotes programs that reach persons of diverse
languages and races

379

63

471

79
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Participants were then asked to review the same identity statements, this time
indicating the extent to which they believed their individual organization demonstrated
the statement presented. A five-point Likert scale was provided, with members indicating
the extent to which they strongly agreed, agreed, disagreed, or strongly disagreed with the
twenty four statements. Participants were provided the opportunity to indicate if they
“didn’t know.” A total of 539 participants responded to one or more of the statements
presented.
The statement “The agency serves the all people in need, regardless of their faith
affiliation” received the greatest number of affirmative responses, with 531 individuals
agreeing or strongly agreeing that this statement reflects their agency, followed by the
statement “Programs are provided that outreach to the infirmed, the disabled or those
unable to care for themselves,” with 489 participants agreeing or strongly agreeing that
the statement represented their agency. The statement “Religious symbols are displayed
prominently in agency facilities” received the least amount of affirmative responses, with
295 individuals disagreeing or strongly disagreeing that the statement reflected their
organization.
Identity statements and member perceptions of local organizations. The
relationship between the general identity statements—those affirmed indicators of
Catholic identity—and what members recognized as demonstrated within their own
institution formed the basis of the next level of analysis. The general characteristic
statements that were presented to participants for consideration are identity statements
that reflect central elements of Catholic institutions as indicated by the Compendium of
the Social Doctrine of the Catholic Church. Each statement is attributed to one of the core
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elements of Catholic Social Teaching. To facilitate the next level of results analysis, the
researcher grouped the identity statements into one of nine general principles of Catholic
Social Teaching. Those nine elements are: the expression of the church’s doctrine; the
promotion of human life and the dignity of the human person; the recognition of spiritual,
physical, and mental needs of the individual; the principle of common good and the
principle of preferential option for the poor; the principle of subsidiarity and
participation; the principle of participation; the principle of solidarity; the dignity of
work; the dignity and sanctity of family; and the care of God’s creation. Utilizing the one
statement from each of those nine elements with the greatest amount of participants’
affirmative responses, the researcher examined perceptions that respondents reported
relative to their local organization. See Appendix D for the responses to each particular
statement.
Utilizing the clustered themes, the researcher conducted a series of analyses on
each individual element of Catholic Social Teaching. Centering on the individual
statement from each category that had the greatest number of affirmative responses, the
researcher conducted a series of cross tabulations, analyzing indicated characteristics of
Catholic organizations and members’ perceptions of those elements within their own
organization. By assigning values to members’ positions within the organization (1=
senior level administration/management; 2= Program/service level staff, administrative or
operations support staff, and other), the researcher was able to further examine the
congruence in perceptions between line and leadership staff. For each of the statements,
Chi square tests were completed to measure for patterns in frequencies. Additionally, for
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the purpose of validating the effect size, Wilks Lambda analysis was computed. The
analysis of identity statements to members’ local organizations follows.
The expression of the church’s doctrine. This identity characteristic speaks to
how organizations express the doctrine or writings of the Church, and affiliate with its
ministries. The statement that respondents most affirmed, and that serves as the statement
of analysis for this trait is “The agency fosters a relationship with local parishes.” Of
those participating in the survey, 74.2% (n = 492), asserted the statement was reflective
of Catholic identity within an institution. This population included 134 respondents
identified as leadership staff and 358 line staff.
Of those who indicated they believed the statement to be reflective of Catholic
identity, the larger population of the sample, 72.9 % (n =279) indicated their local
organization did demonstrate this identity trait. This represents 70% (n = 94) of the
leaders responding to this statement and 51.7% (n = 185) of line staff. Of those
respondents that affirmed the identity statements, 24.1% (n = 27) disagreed or strongly
disagreed that their local organization demonstrated this identity trait, including two
leadership and 25 line staff. See Table 4.3 for details.
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Table 4.3
Agency Fosters a Relationship with Local Parishes
Does the Agency foster a relationship with local parishes
Leader
doctrine5
no
Count
Expected Count
% within doctrine5
% within Describe your org?
% of Total
yes
Count
Expected Count
% within doctrine5
% within Describe your org?
% of Total
Total
Count
Expected Count
% within doctrine5
% within Describe your org?
% of Total
Line
doctrine5
no
Count
Expected Count
% within doctrine5
% within Describe your org?
% of Total
yes
Count
Expected Count
% within doctrine5
% within Describe your org?
% of Total
Total
Count
Expected Count
% within doctrine5
% within Describe your org?
% of Total
Total
doctrine5
no
Count
Expected Count
% within doctrine5
% within Describe your org?
% of Total
yes
Count
Expected Count
% within doctrine5
% within Describe your org?
% of Total
Total
Count
Expected Count
% within doctrine5
% within Describe your org?
% of Total

Describe your org?
SA/A
D/SD
25
13
33.7
4.3
65.8%
34.2%
21.0%
86.7%
18.7%
9.7%
94
2
85.3
10.7
97.9%
2.1%
79.0%
13.3%
70.1%
1.5%
119
15
119.0
15.0
88.8%
11.2%
100.0%
100.0%
88.8%
11.2%
76
72
107.9
40.1
51.4%
48.6%
29.1%
74.2%
21.2%
20.1%
185
25
153.1
56.9
88.1%
11.9%
70.9%
25.8%
51.7%
7.0%
261
97
261.0
97.0
72.9%
27.1%
100.0%
100.0%
72.9%
27.1%
101
85
143.7
42.3
54.3%
45.7%
26.6%
75.9%
20.5%
17.3%
279
27
236.3
69.7
91.2%
8.8%
73.4%
24.1%
56.7%
5.5%
380
112
380.0
112.0
77.2%
22.8%
100.0%
100.0%
77.2%
22.8%

Total

38
38.0
100.0%
28.4%
28.4%
96
96.0
100.0%
71.6%
71.6%
134
134.0
100.0%
100.0%
100.0%
148
148.0
100.0%
41.3%
41.3%
210
210.0
100.0%
58.7%
58.7%
358
358.0
100.0%
100.0%
100.0%
186
186.0
100.0%
37.8%
37.8%
306
306.0
100.0%
62.2%
62.2%
492
492.0
100.0%
100.0%
100.0%
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The Chi test for significance was completed for the purpose of comparing
observed responses with what might be expected from the population sampled. Utilizing
only the responses from participants who affirmed the identity statement “The agency
fosters a relationship with local parishes,” the Chi test for significance was computed to
be .000 for both line and leadership staff resulting in a total p value of .000, producing a
result that is not significant. Therefore, the statement “The agency fosters a relationship
with local parishes” is reflective of Catholic identity: there was not generally a difference
between the perception of leader and line staff. In reviewing actual versus expected
count, slightly more leadership staff actually agreed than expected (94, 85), as was the
case with line staff (185, 153).
A Wilks Lambda analysis, a multivariate analysis measuring the association of
variables (position within organization, affirmed identity statement and agency
demonstrating the identity factor) was conducted to determine the effect size and its
influence on the null hypothesis. For the statement “The agency fosters a relationship
with local parishes” the overall effect size was .195 or 19.5%, a relatively small
relationship with the general identity statement.
Participants responded to two short text questions regarding how their institution
demonstrates and communicates its Catholic identity. Regarding the Catholic identity
indicator of “The expression of the church’s doctrine,” the responses of participants
suggested that this characteristic is demonstrated in ways that include affiliation with
local parishes, the presence of religious symbols and language, and their affiliation with
local parishes.
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In response to the statement “I believe my agency’s Catholic identity is
demonstrated through our mission by…” 17 responses directly referenced relationships
with local parishes. Statements included “partnerships with parishes,” “work with
Catholic parishes,” and “our agency’s affiliation with parishes.” An additional four
participants specifically referenced their organization’s affiliation with the diocese
(“affiliation with the diocese,” or “the connection to the bishop”) as concrete examples of
this identity trait.
The participation in Catholic traditions, including holy days of observation and
religious activities was identified by five respondents as indicators demonstrating
Catholic identity. Statements such as “the observance of Catholic holidays”, “by
participating in religious events,” and “providing Mass for holy days,” suggest
participants recognize religious observation as an indicator of the expression of the
church’s doctrine. Additionally, four statements suggest the direct relationship between
the religious doctrine promulgated in the gospel and the work of the organization:
“acknowledging our scriptural roots,” “strong adherence to religious teachings,” “by
recognizing Catholic teaching,” and “living out the gospel teaching”.
In response to the statement “My organization regularly communicates its
Catholic identity by,” there were 33 instances in which responses were aligned with the
identity trait of expression of the church’s doctrine. Statements including “observance of
religious holidays,” and “referencing scriptural roots” were again noted as indicators of
communicating identity. Twelve participants specifically indicated the presence of or use
of religious symbols as a means of communicating their identity including statements
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such as: “presence of religious artifacts,” “display of Catholic symbols,” “using symbols
on mailings.”
In response to both how the organization demonstrates and how the organization
communicates its identity, there were three predominate themes related to religious
doctrine: affiliation with local parishes, prayer, and the organization’s name. In addition
to the previously presented occurrences of affiliation with parishes, reference to prayer as
an expression of the Church’s doctrine was observed with 30 instances in response to the
question regarding agency communicating its identity and in 5 instances in response to
the question regarding demonstrating Catholic identity. The coded occurrences include
statements such as “incorporating prayer in meetings,” “monthly prayer services” and
“regular prayer opportunities.” Prayer at meetings was specifically referenced in 16
instances, with “gatherings” or “events” referenced in two additional instances.
The largest represented theme in this indicator was tied to the organization’s
name. There were 91 occurrences where participants referenced the name of the
organization as evidence of its Catholic identity; 75 of those instances were specific to
how the organization communicates, with the remaining 16 in response to how the
organization demonstrates its identity. In some instances, respondents specifically
referenced the use of the word “Catholic” in the agency’s name (“the title of the agency,”
“our agency’s name,” “its very name,” and “its name includes the word Catholic”) and in
other instances, participants identified how that name was used to promote the identity
(“saying, Hi, I’m from Catholic Charities,” “answering incoming calls that we are
Catholic Charities,” and “branding ourselves Catholic Charities”).
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The sanctity of life and dignity of human person. This principle reflects the
belief that all persons are created in the image of God, and as such are worthy of respect
and dignity. As indicated by the greatest number of affirmative responses, the statement
that mirrors this principle is “The agency promotes sanctity of life through programming
and service delivery.” This statement received affirmative responses from 79% (n = 523)
of the survey participants. Of those who indicated that they believed the statement to be
reflective of Catholic identity, a total of 290 individuals indicated that they either
“strongly agree” or “agree” that their organization demonstrates this identity trait. This
represents 63.6% (n = 91) and 52.4% (n = 199) of the line staff who responded. For
individuals stating they do not believe this to be a measure of Catholic identity (n = 154)
26.7% (n = 56) indicated that they do believe their organization demonstrates this
principle. For those individuals who affirmed that this statement reflects Catholic
identity, 4.9% of leadership participants (n = 7) and 5.3% of line staff (n = 20) indicated
that they “disagree” or “strongly disagree” that their organization demonstrated this
principle.
The Chi test for significance was analyzed for both leadership staff (n = 143) and
line staff (n = 380), and was determined to be .014 and .000 respectively, resulting in a
total p value of .000, producing a result that is not significant. Therefore, the statement
“The agency promotes the sanctity of life through programming and service delivery” is
reflective of Catholic identity and generally demonstrated in agencies, with no significant
difference in the perceptions of line and leadership staff. In reviewing actual versus
expected count, slightly more leadership staff actually agreed than expected (91, 87), as
was the case with line staff (199, 179). Table 4.4 shows these results.
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Table 4.4
Agency Promotes the Sanctity of Life
Agency promotes the sanctity of life through programming and service
delivery
Leader
Cath identity?
no
Count
Expected Count
% within Cath identity?
% within Describe your org?
% of Total
yes
Count
Expected Count
% within Cath identity?
% within Describe your org?
% of Total
Total
Count
Expected Count
% within Cath identity?
% within Describe your org?
% of Total
Line
Cath identity?
no
Count
Expected Count
% within Cath identity?
% within Describe your org?
% of Total
yes
Count
Expected Count
% within Cath identity?
% within Describe your org?
% of Total
Total
Count
Expected Count
% within Cath identity?
% within Describe your org?
% of Total
Total
Cath identity?
no
Count
Expected Count
% within Cath identity?
% within Describe your org?
% of Total
yes
Count
Expected Count
% within Cath identity?
% within Describe your org?
% of Total
Total
Count
Expected Count
% within Cath identity?
% within Describe your org?
% of Total

Describe your org?
SA/A
D/SD
42
7
45.6
3.4
85.7%
14.3%
31.6%
70.0%
29.4%
4.9%
91
3
87.4
6.6
96.8%
3.2%
68.4%
30.0%
63.6%
2.1%
133
10
133.0
10.0
93.0%
7.0%
100.0%
100.0%
93.0%
7.0%
112
49
131.8
29.2
69.6%
30.4%
36.0%
71.0%
29.5%
12.9%
199
20
179.2
39.8
90.9%
9.1%
64.0%
29.0%
52.4%
5.3%
311
69
311.0
69.0
81.8%
18.2%
100.0%
100.0%
81.8%
18.2%
154
56
178.3
31.7
73.3%
26.7%
34.7%
70.9%
29.4%
10.7%
290
23
265.7
47.3
92.7%
7.3%
65.3%
29.1%
55.4%
4.4%
444
79
444.0
79.0
84.9%
15.1%
100.0%
100.0%
84.9%
15.1%

Total

49
49.0
100.0%
34.3%
34.3%
94
94.0
100.0%
65.7%
65.7%
143
143.0
100.0%
100.0%
100.0%
161
161.0
100.0%
42.4%
42.4%
219
219.0
100.0%
57.6%
57.6%
380
380.0
100.0%
100.0%
100.0%
210
210.0
100.0%
40.2%
40.2%
313
313.0
100.0%
59.8%
59.8%
523
523.0
100.0%
100.0%
100.0%
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A Wilks Lambda analysis was conducted to determine the effect size and its
influence on the null hypothesis. For the statement “the agency promotes the sanctity of
life through programming and service delivery,” this analysis produced an overall effect
size of .114, a relatively small degree of relationship; with minimal effect for both leader
(.068) and line staff (.126). This is explained as 11% of the survey respondents described
this identity statement as valuable and demonstrated within their organization, with little
significant difference between leader and line staff.
Participants were presented with two short response questions that provided openended opportunity to indicate how their organization demonstrates and communicates its
organizational identity. In three instances, responses to how their organization
demonstrates its Catholic identity were directly tied to the promotion of the sanctity of
life through service delivery. One participant specifically referenced the identity sanctity
of life through the statement, “protecting the sanctity of life from conception through
natural death,” and a second indicated “focusing on the respect for the dignity of life,”
while the remaining statement was “maintaining a pro-life stance.”
The recognition of spiritual, physical, and mental needs of the individual.
Intended to demonstrate the care for the total person, not just physical needs, the
statement that was reflective of this identity trait was “programs are provided that
outreach to the infirmed, the disabled, or those who are unable to care for themselves.” A
total of 78.4% (n = 520) of those responding to the survey indicated this is a statement
reflective of Catholic identity within an institution, representing 138 leadership and 382
line staff. Of the leadership staff affirming the statement, 77.5% (n = 107) strongly
agreed/agreed that the statement was representative of their local institution. Similarly,
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77.2% (n= 295) of line staff indicated they strongly agreed/agreed that their local
organization demonstrated this identity trait. Of those respondents that affirmed the
statement as reflective of Catholic identity, a total of 16 indicated their local
organizations did not demonstrate this identity trait.
The Chi test was computed to be .596 for leadership staff, and .000 for line staff,
with an overall result of .000, indicating the statement is not significant. While the
statement, “Programs are provided that outreach to the infirmed, the disabled or those
who are unable to care for themselves,” was determined to be reflective of Catholic
institutional identity, and members indicated that the statement is reflective of their
institution, there was no significant difference between the perceptions of line and
leadership staff. In reviewing actual versus expected count, there was no difference in
the actual/expected responses of leadership staff and only slight variance in the
actual/expected counts for line staff (295, 286).
In response to the two questions regarding how respondents’ local organizations
demonstrate and communicate their Catholic identity, respondents provided substantial
responses that align with the statement “Programs are provided that outreach to the
infirmed, the disabled, or those who are unable to care for themselves.” In 77
occurrences, participants responded to the open-ended statement “I believe my agency’s
Catholic identity is demonstrated through our mission by…” with reference to
outreaching to the infirmed or those in need. Table 4.5 indicates perceptions of program
outreach.
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Table 4.5
Program Outreach
Program outreach to infirmed, disabled or those unable to care for
themselves
Leader
person1
no
Count
Expected Count
% within person1
% within Describe your org?
% of Total
yes
Count
Expected Count
% within person1
% within Describe your org?
% of Total
Total
Count
Expected Count
% within person1
% within Describe your org?
% of Total
Line
person1
no
Count
Expected Count
% within person1
% within Describe your org?
% of Total
yes
Count
Expected Count
% within person1
% within Describe your org?
% of Total
Total
Count
Expected Count
% within person1
% within Describe your org?
% of Total
Total
person1
no
Count
Expected Count
% within person1
% within Describe your org?
% of Total
yes
Count
Expected Count
% within person1
% within Describe your org?
% of Total
Total
Count
Expected Count
% within person1
% within Describe your org?
% of Total

Describe your org?
SA/A
D/SD
28
1
28.4
.6
96.6%
3.4%
20.7%
33.3%
20.3%
.7%
107
2
106.6
2.4
98.2%
1.8%
79.3%
66.7%
77.5%
1.4%
135
3
135.0
3.0
97.8%
2.2%
100.0%
100.0%
97.8%
2.2%
58
15
67.5
5.5
79.5%
20.5%
16.4%
51.7%
15.2%
3.9%
295
14
285.5
23.5
95.5%
4.5%
83.6%
48.3%
77.2%
3.7%
353
29
353.0
29.0
92.4%
7.6%
100.0%
100.0%
92.4%
7.6%
86
16
95.7
6.3
84.3%
15.7%
17.6%
50.0%
16.5%
3.1%
402
16
392.3
25.7
96.2%
3.8%
82.4%
50.0%
77.3%
3.1%
488
32
488.0
32.0
93.8%
6.2%
100.0%
100.0%
93.8%
6.2%

Total

29
29.0
100.0%
21.0%
21.0%
109
109.0
100.0%
79.0%
79.0%
138
138.0
100.0%
100.0%
100.0%
73
73.0
100.0%
19.1%
19.1%
309
309.0
100.0%
80.9%
80.9%
382
382.0
100.0%
100.0%
100.0%
102
102.0
100.0%
19.6%
19.6%
418
418.0
100.0%
80.4%
80.4%
520
520.0
100.0%
100.0%
100.0%

Statements such as “serving the disabled and the mentally ill,” or “[serving] those
who are not able to assist themselves” reveal a pattern of responses that suggest that for
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respondents, this statement is a key gauge of Catholic identity. Specifically, 23
respondents used the broad statement “vulnerable” in their responses to this statement, as
in “care for the most vulnerable,” or “serving vulnerable populations.” The generalized
term serves to encompass the broad-spectrum of populations that the member agency
serves, with the common theme that by definition conveys both physical and emotional
defenselessness.
In response to the statement “My organization regularly communicates it Catholic
identity by…” there were 138 occurrences where responses aligned with the identity trait
of meeting the physical, mental, or spiritual needs of individuals. Responses ranged from
the general “serving all people in need,” “doing its best to serve the diverse needs of our
clients,” “helping others,” “its various programs,” “through its programs,” and
“programming” to the very specific “its programs for the mentally ill, substance abusers
and the poor,” or “serving [the poor], infirmed, and the families of those individuals” or
“serving people with developmental disabilities.” Additionally, participants included
specific reference to outreach: “extensive outreach programs,” “the work we do in the
community,” and “through calls and/or visits” suggesting that respondents recognize both
the provision of services and the manner in which services are provided as a metric of
how their organization communicates its identity.
The principal of the common good and preferential option for the poor. This
principle asserts that a just society is one that works for the good of all persons, and in
doing so, assures that the needs of the poor are a priority so that they might fully benefit
from opportunities in our communities. The statement that received the greatest number
of affirmative responses (n = 521) for this identity trait was “Meeting the needs of the
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poor is a priority in programs and service delivery.” Within this statement, of the 123
leaders who affirmed the statement, 99.2% (n = 122) strongly agreed/agreed that this
statement was reflective of their local institutions. For line staff respondents who
affirmed the statement (n = 306), 97.1 % (n = 297) strongly agreed/agreed that this
statement was reflective of their organization. A total of 10 combined leader and line
staff disagreed or strongly disagreed that this statement reflected their local organization.
The Chi test for significance was computed using only the responses from
individuals who affirmed the statement “Meeting the needs of the poor is a priority in
programs and service delivery,” as indicative of Catholic identity within an institution,
the result for leader staff was .240 and .003 for line staff, for an overall total of .001, or
not significant. In reviewing actual versus expected count, there was virtually no
difference in the actual/expected responses of leadership staff and only slight variance in
the actual/expected counts for line staff (297, 292).
A Wilks Lambda analysis was conducted to determine the effect size and its
influence on the null hypothesis. The statement “Meeting the needs of the poor is a
priority in programs and service delivery” produced an overall effect size of .000, with
the Lambda effect for leaders and line staff both calculated at .000. Table 4.6 provides
details on participants’ views on how programs meet the needs of the poor.
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Table 4.6
Meeting the Needs of the Poor
Meeting the needs of the poor is a priority in programs and
service delivery
Leader
cg5
No
Count
Expected Count
% within cg5
% within Describe your org?
% of Total
Yes
Count
Expected Count
% within cg5
% within Describe your org?
% of Total
Total
Count
Expected Count
% within cg5
% within Describe your org?
% of Total
Line
cg5
No
Count
Expected Count
% within cg5
% within Describe your org?
% of Total
Yes
Count
Expected Count
% within cg5
% within Describe your org?
% of Total
Total
Count
Expected Count
% within cg5
% within Describe your org?
% of Total
Total
cg5
No
Count
Expected Count
% within cg5
% within Describe your org?
% of Total
Yes
Count
Expected Count
% within cg5
% within Describe your org?
% of Total
Total
Count
Expected Count
% within cg5
% within Describe your org?
% of Total

Describe your org?
SA/A
D/SD
17
1
17.7
.3
94.4%
5.6%
12.2%
50.0%
12.1%
.7%
122
1
121.3
1.7
99.2%
.8%
87.8%
50.0%
86.5%
.7%
139
2
139.0
2.0
98.6%
1.4%
100.0%
100.0%
98.6%
1.4%
65
9
70.5
3.5
87.8%
12.2%
18.0%
50.0%
17.1%
2.4%
297
9
291.5
14.5
97.1%
2.9%
82.0%
50.0%
78.2%
2.4%
362
18
362.0
18.0
95.3%
4.7%
100.0%
100.0%
95.3%
4.7%
82
10
88.5
3.5
89.1%
10.9%
16.4%
50.0%
15.7%
1.9%
419
10
412.5
16.5
97.7%
2.3%
83.6%
50.0%
80.4%
1.9%
501
20
501.0
20.0
96.2%
3.8%
100.0%
100.0%
96.2%
3.8%

Total

18
18.0
100.0%
12.8%
12.8%
123
123.0
100.0%
87.2%
87.2%
141
141.0
100.0%
100.0%
100.0%
74
74.0
100.0%
19.5%
19.5%
306
306.0
100.0%
80.5%
80.5%
380
380.0
100.0%
100.0%
100.0%
92
92.0
100.0%
17.7%
17.7%
429
429.0
100.0%
82.3%
82.3%
521
521.0
100.0%
100.0%
100.0%
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In response to the two short text questions regarding how participants’
organizations demonstrated and communicated their Catholic identity, several
occurrences were noted that aligned with the identity trait “the principle of common good
and preferential option for the poor.” There were 88 instances observed where
participants specifically referenced service to the poor. Often linked by the phrase “poor
and vulnerable,” participants significantly highlighted “poor” as a priority population,
with the greater number of occurrences identified in response to how organizations
demonstrate their Catholic identity (n = 77). Those responses include such phrases as
“programs and services to assist individuals and families in poverty,” “working to help
the truly destitute”, “serving the poor and vulnerable”, “working with the poor and
vulnerable,” and “with emphasis on the poor and vulnerable.”
The principle of subsidiarity. The principle of subsidiarity reflects a commitment
to empower the poor and marginalized in their communities and in decisions that impact
their circumstances. The Catholic identity statement that the greatest number of
respondents affirmed that reflects this principle is “The agency works to include clients in
decision making and governance”. Of those who responded to the survey, 54.8% (n =
363) indicated that this statement reflected Catholic institutional identity. Of the 44
leaders who affirmed the statement, slightly more than half (n = 23) indicated that they
disagreed/strongly disagreed that the statement reflected their local institution. Of the 118
line staff that affirmed this statement, 64% (n = 76) indicated they disagreed or strongly
disagreed that the statement was demonstrated in their local organization. The remaining
35% (n = 42) agreed or strongly agreed with the statement.
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Utilizing responses from participants who affirmed the identity statement “The
agency works to include its clients in decision making/governance”, the Chi test for
significance was calculated as .023 for leadership and .007 for line staff, for a total value
of .001, suggesting there is not a significant difference between the perceptions of line
and leadership staff. In reviewing actual versus expected count, there was lower than
expected strongly agree/agree responses from leadership staff (21, 26), with more than
expected disagreeing (23, 18). For line staff, the pattern remained with fewer than
expected agreeing (42, 58) and more than expected disagreeing (76, 65).
In conducting the Wilks Lambda, the statement “The agency works to include its
clients in decision making and governance” produced an overall effect size of .115, with
the Lambda effect for leaders at .122 and for line staff calculated at .042. This small
effect size (12%) suggests the majority of respondents who affirmed this identity
statement do not believe it to be reflective of their institutions. However, the overall
effect is relatively low.
Referring to providing opportunity for decision making at the lowest community
level and creating opportunity for the marginalized to be industrious and part of the
decision making processes, this identity trait speaks to overall community empowerment.
In response to the open-ended statements specific to participants’ organizations
demonstration and communication of Catholic identity, there were no instances where
participants specifically referenced this principle. There were, however, general
references to Catholic Social Teaching; a element that is inclusive of this identity trait.
Table 4.7 highlights opinions on client input in decision making.
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Table 4.7
Including Clients in Decision Making
The agency works to include clients in its decision making
Leader
subsid1
No
Count
Expected Count
% within subsid1
% within Describe your org?
% of Total
Yes
Count
Expected Count
% within subsid1
% within Describe your org?
% of Total
Total
Count
Expected Count
% within subsid1
% within Describe your org?
% of Total
Line
subsid1
No
Count
Expected Count
% within subsid1
% within Describe your org?
% of Total
Yes
Count
Expected Count
% within subsid1
% within Describe your org?
% of Total
Total
Count
Expected Count
% within subsid1
% within Describe your org?
% of Total
Total
subsid1
No
Count
Expected Count
% within subsid1
% within Describe your org?
% of Total
Yes
Count
Expected Count
% within subsid1
% within Describe your org?
% of Total
Total
Count
Expected Count
% within subsid1
% within Describe your org?
% of Total

Describe your org?
SA/A
D/SD
36
15
30.6
20.4
70.6%
29.4%
63.2%
39.5%
37.9%
15.8%
21
23
26.4
17.6
47.7%
52.3%
36.8%
60.5%
22.1%
24.2%
57
38
57.0
38.0
60.0%
40.0%
100.0%
100.0%
60.0%
40.0%
78
72
67.2
82.8
52.0%
48.0%
65.0%
48.6%
29.1%
26.9%
42
76
52.8
65.2
35.6%
64.4%
35.0%
51.4%
15.7%
28.4%
120
148
120.0
148.0
44.8%
55.2%
100.0%
100.0%
44.8%
55.2%
114
87
98.0
103.0
56.7%
43.3%
64.4%
46.8%
31.4%
24.0%
63
99
79.0
83.0
38.9%
61.1%
35.6%
53.2%
17.4%
27.3%
177
186
177.0
186.0
48.8%
51.2%
100.0%
100.0%
48.8%
51.2%

Total

51
51.0
100.0%
53.7%
53.7%
44
44.0
100.0%
46.3%
46.3%
95
95.0
100.0%
100.0%
100.0%
150
150.0
100.0%
56.0%
56.0%
118
118.0
100.0%
44.0%
44.0%
268
268.0
100.0%
100.0%
100.0%
201
201.0
100.0%
55.4%
55.4%
162
162.0
100.0%
44.6%
44.6%
363
363.0
100.0%
100.0%
100.0%
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The principle of solidarity. The principle of solidarity refers to the notion that
each person is connected to and dependent upon all humanity. It is a driving force in the
practice of inter-faith dialogues and practices that work to form social good. The
statement linked to this identity trait that had the greatest number of affirmed responses
was “The agency serves all in need regardless of their faith affiliation.” A total of 81.3%
of respondents (n = 539) affirmed this identity statement. A total of 146 leadership staff
affirmed this statement with 97.3% (n = 145) strongly agreeing or agreeing that this
statement is demonstrated in their local organization. A total of 375 line staff affirmed
this statement as an indicator of Catholic identity, with 98.1% (n = 368) strongly
agreeing/agreeing that this statement reflects their local organization. A total of eight
respondents disagreed/strongly disagreed that this statement reflected their local
organization.
The Chi test for significance was completed for comparing observed and expected
results for line and leadership staff. The overall Chi test was calculated at .001, with a
result of .000 for leadership and .146 for line staff, suggesting the result was insignificant.
The Wilks Lambda analysis for the statement “The agency serves all people in
need regardless of faith affiliation,” produced an overall effect size of .019, a relatively
small degree of relationship, with minimal effect for both leader (.167) and line staff
(.000). Regarding the actual and observed effect size, there was virtually no difference
for leaders (146, 145) or line staff (368, 367). Table 4.8 highlights opinions on how the
agency serves people in need regardless of faith affiliation.
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Table 4.8
The Agency Serves All People in Need
The agency serves all people in need regardless of their faith
affiliation
Leader
solid1
No
Count
Expected Count
% within solid1
% within Describe your org?
% of Total
Yes
Count
Expected Count
% within solid1
% within Describe your org?
% of Total
Total
Count
Expected Count
% within solid1
% within Describe your org?
% of Total
Line
solid1
No
Count
Expected Count
% within solid1
% within Describe your org?
% of Total
Yes
Count
Expected Count
% within solid1
% within Describe your org?
% of Total
Total
Count
Expected Count
% within solid1
% within Describe your org?
% of Total
Total
solid1
No
Count
Expected Count
% within solid1
% within Describe your org?
% of Total
Yes
Count
Expected Count
% within solid1
% within Describe your org?
% of Total
Total
Count
Expected Count
% within solid1
% within Describe your org?
% of Total

Describe your org?
SA/A
D/SD
4
1
5.0
.0
80.0%
20.0%
2.7%
100.0%
2.6%
.7%
146
0
145.0
1.0
100.0%
.0%
97.3%
.0%
96.7%
.0%
150
1
150.0
1.0
99.3%
.7%
100.0%
100.0%
99.3%
.7%
12
1
12.7
.3
92.3%
7.7%
3.2%
12.5%
3.1%
.3%
368
7
367.3
7.7
98.1%
1.9%
96.8%
87.5%
94.8%
1.8%
380
8
380.0
8.0
97.9%
2.1%
100.0%
100.0%
97.9%
2.1%
16
2
17.7
.3
88.9%
11.1%
3.0%
22.2%
3.0%
.4%
514
7
512.3
8.7
98.7%
1.3%
97.0%
77.8%
95.4%
1.3%
530
9
530.0
9.0
98.3%
1.7%
100.0%
100.0%
98.3%
1.7%

Total

5
5.0
100.0%
3.3%
3.3%
146
146.0
100.0%
96.7%
96.7%
151
151.0
100.0%
100.0%
100.0%
13
13.0
100.0%
3.4%
3.4%
375
375.0
100.0%
96.6%
96.6%
388
388.0
100.0%
100.0%
100.0%
18
18.0
100.0%
3.3%
3.3%
521
521.0
100.0%
96.7%
96.7%
539
539.0
100.0%
100.0%
100.0%
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In reviewing the responses to the two open-ended statements regarding how
participants believe their organization demonstrates and communicates its Catholic
identity specific to the principle of solidarity, there were 31 occurrences where
participants indicated that their organization demonstrates its Catholic identity by serving
all in need regardless of faith affiliation. Those statements included “providing service
regardless of religious affiliation,” “serving all, regardless of religion,” “serving people of
all faiths or no faith,” and “unbiased service to all, regardless of socioeconomic status or
religious affiliation,” There were no occurrences of this identity trait specific to how the
organization communicates its identity.
The dignity of work. The principle of the dignity of work speaks to not only the
conditions under which people work and the payment of fair and just wages, but the overarching belief that the greater society should work to pursue economic justice. The
statement “the agency’s employment practices are fair and just and recognizes the rights
and dignity of all workers,” had 74.2% of respondents (n = 492) affirming the statement
as an indicator of Catholic identity. Of the 141 leadership staff that responded, 98.4% (n
= 126) indicated they strongly agreed/agreed that this statement represented their
organization. Of the 295 line staff that affirmed the statement, 94.2% (n = 278) strongly
agreed/agreed that the statement represented their local organization. A total of 19
individuals who affirmed this statement as an indicator of Catholic identity responded
they disagreed/strongly disagreed that their local organization demonstrated this
statement.
The Chi test for significance was completed for comparing observed and expected
responses of leadership and line staff. The overall result was not significant, calculated at
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.000, with a result of .144 for leadership and .000 for line staff. In analyzing actual versus
expected results, there was virtually no difference between actual and expected results for
leaders (126, 125) and only slight difference for line staff (278, 270).
A Wilks Lambda analysis was conducted to determine the effect size and its
influence on the null hypothesis. For the statement “the agency’s employment practices
are fair and just, and respect the dignity of all workers,” this analysis produced an overall
effect size of .000, a relatively small degree of relationship, with a result of .000 for both
line and leadership staff.
In response to the open-ended statements regarding how participants’
organizations demonstrate and communicate their Catholic identity, no participants
directly mentioned dignity of work as an indicator. There were, however, 49 instances
where participants made general reference to working for social justice or justice and
peace advocacy. Statements such as “promoting and operating according to Catholic
Social Teaching,” “working for social justice,” and “we work to create a more just
society,” would generally encompass activity focused on supporting the dignity of work.
Table 4.9 highlights opinions on fair employment practices and respect for workers.

.
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Table 4.9
Fair and Just Employment Practices
Fair employment practices and respect for workers
Leader
work1
No
Count
Expected Count
% within work1
% within Describe your org?
% of Total
Yes
Count
Expected Count
% within work1
% within Describe your org?
% of Total
Total
Count
Expected Count
% within work1
% within Describe your org?
% of Total
Line
work1
No
Count
Expected Count
% within work1
% within Describe your org?
% of Total
Yes
Count
Expected Count
% within work1
% within Describe your org?
% of Total
Total
Count
Expected Count
% within work1
% within Describe your org?
% of Total
Total
work1
No
Count
Expected Count
% within work1
% within Describe your org?
% of Total
Yes
Count
Expected Count
% within work1
% within Describe your org?
% of Total
Total
Count
Expected Count
% within work1
% within Describe your org?
% of Total

Describe your org?
SA/A
D/SD
12
1
12.7
.3
92.3%
7.7%
8.7%
33.3%
8.5%
.7%
126
2
125.3
2.7
98.4%
1.6%
91.3%
66.7%
89.4%
1.4%
138
3
138.0
3.0
97.9%
2.1%
100.0%
100.0%
97.9%
2.1%
44
12
51.4
4.6
78.6%
21.4%
13.7%
41.4%
12.5%
3.4%
278
17
270.6
24.4
94.2%
5.8%
86.3%
58.6%
79.2%
4.8%
322
29
322.0
29.0
91.7%
8.3%
100.0%
100.0%
91.7%
8.3%
56
13
64.5
4.5
81.2%
18.8%
12.2%
40.6%
11.4%
2.6%
404
19
395.5
27.5
95.5%
4.5%
87.8%
59.4%
82.1%
3.9%
460
32
460.0
32.0
93.5%
6.5%
100.0%
100.0%
93.5%
6.5%

Total

13
13.0
100.0%
9.2%
9.2%
128
128.0
100.0%
90.8%
90.8%
141
141.0
100.0%
100.0%
100.0%
56
56.0
100.0%
16.0%
16.0%
295
295.0
100.0%
84.0%
84.0%
351
351.0
100.0%
100.0%
100.0%
69
69.0
100.0%
14.0%
14.0%
423
423.0
100.0%
86.0%
86.0%
492
492.0
100.0%
100.0%
100.0%
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The dignity and sanctity of family. This principle is based on the teaching that the
family is the first and most fundamental unit of society. As such, families welcome and
nurture children, and become the cornerstones of community. A total of 459 respondents
affirmed the statement “the agency’s programs reflect an understanding of the importance
of the natural family as a key unit of society” as an indicator of Catholic identity. Those
affirming the statement include 41 leadership staff and 143 line staff; a significant
number of respondents (82 leaders and 193 line staff) did not select this statement as an
indicator of Catholic identity.
A total of 90.2% (n = 370) of the leaders who affirmed the identity statement
“The agency’s programs reflect an understanding of the importance of the natural family
as a key unit of society’ strongly agree/agree that this statement is demonstrated by their
local institution; with 84.6% (n = 121) of the line staff affirming this statement indicating
it is demonstrated by their local institution. A total of 26 individuals who affirmed this
statement disagreed/strongly disagreed that their local institution demonstrates this trait.
The overall Chi value was determined to be insignificant at .000, with .001 calculated for
leaders and .000 for line staff. For both leadership and line staff the actual number of
responses strongly agreeing/agreeing was higher than the expected numbers (leaders 37,
29; line, 121, 99).
The Wilks Lambda analysis for the statement “the agency’s programs reflect an
understanding of the importance of the natural family as a key unit of society,” produced
an overall effect size of .000, with a result of .000 for leadership staff and .037 for line
staff. Table 4.10 shows opinions on the importance of family as a key unit in society.
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Table 4.10
Understanding of the Importance of the Natural Family Unit
Programs reflect an understanding of the importance of the natural
family unit
Leader
family1
No
Count
Expected Count
% within family1
% within Describe your org?
% of Total
Yes
Count
Expected Count
% within family1
% within Describe your org?
% of Total
Total
Count
Expected Count
% within family1
% within Describe your org?
% of Total
Line
family1
No
Count
Expected Count
% within family1
% within Describe your org?
% of Total
Yes
Count
Expected Count
% within family1
% within Describe your org?
% of Total
Total
Count
Expected Count
% within family1
% within Describe your org?
% of Total
Total
family1
No
Count
Expected Count
% within family1
% within Describe your org?
% of Total
Yes
Count
Expected Count
% within family1
% within Describe your org?
% of Total
Total
Count
Expected Count
% within family1
% within Describe your org?
% of Total

Describe your org?
SA/A
D/SD
51
31
58.7
23.3
62.2%
37.8%
58.0%
88.6%
41.5%
25.2%
37
4
29.3
11.7
90.2%
9.8%
42.0%
11.4%
30.1%
3.3%
88
35
88.0
35.0
71.5%
28.5%
100.0%
100.0%
71.5%
28.5%
112
81
133.8
59.2
58.0%
42.0%
48.1%
78.6%
33.3%
24.1%
121
22
99.2
43.8
84.6%
15.4%
51.9%
21.4%
36.0%
6.5%
233
103
233.0
103.0
69.3%
30.7%
100.0%
100.0%
69.3%
30.7%
163
112
192.3
82.7
59.3%
40.7%
50.8%
81.2%
35.5%
24.4%
158
26
128.7
55.3
85.9%
14.1%
49.2%
18.8%
34.4%
5.7%
321
138
321.0
138.0
69.9%
30.1%
100.0%
100.0%
69.9%
30.1%

Total

82
82.0
100.0%
66.7%
66.7%
41
41.0
100.0%
33.3%
33.3%
123
123.0
100.0%
100.0%
100.0%
193
193.0
100.0%
57.4%
57.4%
143
143.0
100.0%
42.6%
42.6%
336
336.0
100.0%
100.0%
100.0%
275
275.0
100.0%
59.9%
59.9%
184
184.0
100.0%
40.1%
40.1%
459
459.0
100.0%
100.0%
100.0%
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In reviewing the responses to open-ended statements regarding how organizations
demonstrate and communicate their Catholic identity, there are no single responses that
are specific to the dignity and sanctity of family, however, in many instances, participants
referenced programs and services provided to individuals and families, suggesting the
understanding of the importance of the family unit as a whole and the individual’s place
within that unit.
Care of God’s creation. Built upon the understanding that the poor are the most
vulnerable to issues of environmental and climate distress, this principle calls for greater
understanding of and protection of the earth and its natural resources. The statement “the
agency employs environmentally sound practices in the administration of its work”
received 453 responses affirming it as an indicator of Catholic identity. Of the 85 leaders
who affirmed the statement, 91.8% (n = 78) indicated they strongly agreed or agreed that
their organization demonstrated this identity trait. Of the 205 line staff that affirmed the
statement as an indicator of Catholic identity, 86.3% (n = 177) strongly agreed/agreed
that the statement reflected their organization. A total of 33 respondents who affirmed the
statement disagreed or strongly disagreed that the statements reflected their local
institution.
The overall Chi test was determined to be insignificant, at a score of .000, with a
significance factor of .058 for leadership and .000 for line staff. The actual and expected
results for leaders who affirmed the identity statement had a minimal variance (78, 75)
were only minimally different for line staff as well (177, 162) with the actual responses
slightly higher in each instance. Table 4.11 provides opinions on environmental practices.
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Table 4.11
Agency Employs Environmentally Sound Practices
Agency employs environmentally sound practices in
administration of its work
Leader
envir1
No
Count
Expected Count
% within envir1
% within Describe your org?
% of Total
Yes
Count
Expected Count
% within envir1
% within Describe your org?
% of Total
Total
Count
Expected Count
% within envir1
% within Describe your org?
% of Total
Line
envir1
No
Count
Expected Count
% within envir1
% within Describe your org?
% of Total
Yes
Count
Expected Count
% within envir1
% within Describe your org?
% of Total
Total
Count
Expected Count
% within envir1
% within Describe your org?
% of Total
Total
envir1
No
Count
Expected Count
% within envir1
% within Describe your org?
% of Total
Yes
Count
Expected Count
% within envir1
% within Describe your org?
% of Total
Total
Count
Expected Count
% within envir1
% within Describe your org?
% of Total

Describe your org?
SA/A
D/SD
22
6
24.8
3.2
78.6%
21.4%
22.0%
46.2%
19.5%
5.3%
78
7
75.2
9.8
91.8%
8.2%
78.0%
53.8%
69.0%
6.2%
100
13
100.0
13.0
88.5%
11.5%
100.0%
100.0%
88.5%
11.5%
91
44
106.4
28.6
67.4%
32.6%
34.0%
61.1%
26.8%
12.9%
177
28
161.6
43.4
86.3%
13.7%
66.0%
38.9%
52.1%
8.2%
268
72
268.0
72.0
78.8%
21.2%
100.0%
100.0%
78.8%
21.2%
113
50
132.4
30.6
69.3%
30.7%
30.7%
58.8%
24.9%
11.0%
255
35
235.6
54.4
87.9%
12.1%
69.3%
41.2%
56.3%
7.7%
368
85
368.0
85.0
81.2%
18.8%
100.0%
100.0%
81.2%
18.8%

Total

28
28.0
100.0%
24.8%
24.8%
85
85.0
100.0%
75.2%
75.2%
113
113.0
100.0%
100.0%
100.0%
135
135.0
100.0%
39.7%
39.7%
205
205.0
100.0%
60.3%
60.3%
340
340.0
100.0%
100.0%
100.0%
163
163.0
100.0%
36.0%
36.0%
290
290.0
100.0%
64.0%
64.0%
453
453.0
100.0%
100.0%
100.0%
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A Wilks Lambda analysis was conducted to determine the effect size and its
influence on the null hypothesis. The statement “the agency employs environmentally
sound practices in the administration of its work” produced an overall minimal effect size
of .060, with the Lambda effect for leaders at .000 and line staff both calculated at .077.
In reviewing the responses to open-ended statements regarding how organizations
demonstrate and communicate their Catholic identity, there are no single responses that
are specific to the care of God’s creation. There are, as previously noted, 49 instances
where participants made general reference to working for social justice or justice and
peace advocacy. Environmental awareness would generally be incorporated into justice
and peace platforms.
General statements. In addition to participant responses, there were occurrences
where participants’ responses could not be specifically attributed to any single Catholic
identity trait. In some instances, the statements were general value statements tied to the
manner in which services are provided (“the way we do our work,” “the compassionate
care,” “providing services with integrity,” and “giving respect”). In 43 instances
participants referenced the organization’s mission, in many cases providing little or no
clarification (“the mission,” “the agency’s mission,” “being true to our mission” and “the
agency’s mission statement”).
Additionally, in 35 instances, participants responded with statements indicating
they didn’t know or were unsure. There were also instances where participant’s responses
suggested that the organization does not or should not. In 16 instances, responses
suggested that the agency does not or should not communicate its identity. The
statements, including “I don’t agree that it does,” “name only, evidently,” “N/A” and “I
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don’t see this demonstrated,” were recorded specific to demonstrating identity. In
response to the statement “My organization communicates it Catholic identity by”, 25
responses were recorded that suggested the organization does not or should not
communicate its Catholic identity. Statements recorded included “It doesn’t really”, “It
does not do this at all,” and “It’s not an overt message” were common themes of these
responses. In very few instances, responses suggested that the organization should not
communicate its Catholic identity, with members suggesting this emphasis is not
appropriate for service delivery, including responses such as “alienating” and being “just
like any community agency.”
Chapter Summary
This study advanced the understanding of member’s perception of Catholic
organizational identity. Employing both quantitative and qualitative means, the study
built member’s perceptions around identity traits outlined in the Compendium. The
responses to the survey provided rich data that allowed for analysis across many different
principles of Catholic Social Teaching related to program delivery, general organizational
values and overall mission alignment. Members’ responses to questions regarding
demonstrating and communicating identity provided significant opportunity to identity
concrete examples of the general and organizational identity statements. Together, both
forms of data furthered the understanding of Catholic organizational identity.
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Chapter 5: Discussion
This study of the NYSCC’s network of human service organization has provided
rich and meaningful insight into the perceptions of the employees of the member network
in response to the research questions: (1) how do Catholic social service organizations
maintain their Catholic identity while delivering services that are largely secular in
nature? What do members (employees) of the organization perceive to be the core,
distinctive elements that demonstrate Catholic identity? (2) Is there a significant
difference in the perception of members charged with delivery of services within the
organization and of those responsible for leading the institution? This chapter will
provide a discussion of the primary findings and their relationship to the greater
theoretical framework of organizational identity. This will be followed by a presentation
of the implications and limitations of the findings, and will conclude chapter with
recommendations for further areas of study will be addressed.
Overall Findings
With communicated values at the core of an organization’s identity, the findings
in this study, in general, reaffirm the research of theorist including Fitzgerald (2010) who
suggested that faith-based organizations maintain their identity in distinct ways including
publically identifying what religious beliefs motivate their actions and by providing
opportunity to dialogue including openly pray in support of the organization’s efforts.
Additionally, the research of Feldner (2006) suggests that the inclusion of religious or
spiritual values in a mission statement becomes a defining feature of an organization’s
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identity. Through analysis of the perceptions of members of the NYSCC, that importance
of religious identity in the organization’s mission is further affirmed as integral to
shaping identity.
In response to the research questions presented, the following findings were
realized: That it is through the fidelity to the principles of Catholic Social Teaching that
Catholic social service organizations maintain their Catholic identity while delivering
largely secularized services. Further, this study suggests that it is primarily the promotion
of life and the dignity of the human person; principle of the common good/preferential
option for the poor; the principle of solidarity; the recognition of spiritual, physical, and
mental needs of individuals; and to a lesser extent, the principle of subsidiarity; the
principle of participation; the expression of the church’s doctrine; the dignity of work; the
care of God’s creation; and the dignity and sanctity of the family that are the driving
principles through which Catholic institutions meet the demands of service delivery.
Additionally, this study has determined that there is no significant difference between the
perceptions of Catholic identity between leadership and line staff in the NYSCC network.
Understanding of and Implications of the Findings
Established more than a century ago and built on the principles of Catholic Social
Teaching, today’s Catholic social service organizations struggle with balancing their
industry demands with the traditions on which the organizations were founded. While
documents such as The Compendium of the Social Doctrine of the Church serves as a
formative source of knowledge, competitive forces and industry demands continually
force the organizations to determine how their identity is relevant in today’s human
service sector. Asking the questions about who we are, what we do and why compels
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organizational leaders to become a way of identity alignment; and for the leaders of
Catholic human service organizations that includes alignment with the principles of
Catholic Social Teaching.
This research, by seeking perception alignment between what indicators of
Catholic identity are and how are those traits are visibly and practicably applied within
the organization, has realized that though delivery of service might be vast and diverse
between organizations, the very application of Catholic identity traits within service
delivery is how the Catholic identity is maintained. The services might evolve overtime
to respond to emerging trends within a community, but the value-drivers of service
delivery do not.
The most immediate and significant implication of this research is that it has
defined a sound, unbiased, orderly, and replicable process for studying perceptions of the
members of Catholic human services organizations. The theoretical framework for this
research, Albert and Whetten’s organizational identity theory, is predicated on the notion
that organizational identity is that which members believe to be central, enduring, and
distinctive to an organization. Yet few methodological procedures have been developed
or utilized to assess the perceptions of members in Catholic human service organizations.
Case studies and ethnological research has filled part of the research void, and this study,
grounded in church defined principle, provides a mechanism for a rich understanding of
the convergence of institutionally defined values and employee perceptions.
In an era where Catholic identity is increasingly scrutinized, and where industry
competitiveness is at an all-time high, Catholic providers of human services are uniquely
challenged by forces both internal (church doctrine) and external (industry
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competitiveness). Competitive advantage is a must, and a formative measure of
competitive advantage is mission effectiveness. The intersection between foundation and
funders is at a critical juncture, and this study positions organization with a firm
understanding of who they are in order to become better at what they do. This research
positions leaders and decision makers to understand how the former can shape the
direction and effectiveness of the latter.
General identity statements. As the foundation for the development of an
organization’s core capabilities and competencies, organizational identity is essential to
developing shared vision, creating competitive advantage, and yielding organizational
success. Since Albert and Whetten (1985) first introduced the construct, scholars have
researched the extent to which members’ perceptions align with and promote an
organization’s identity. They have also studied the extent to which internal and external
forces contribute to identity challenges (Dutton & Penner, 1993). What is clear through
this study of Catholic organizational identity is that member understanding and buy-in is
essential to advancing the identity of an organization, and that full understanding of
identity is supported through service delivery and communications.
To facilitate this research, the Compendium of the Social Doctrine of the Catholic
Church served as a source document for identifying some of the more notable indicators
of Catholic identity. It is the Compendium that shaped the apostolic constitution issued
by Pope John Paul II, Ex Corde Ecclesiae; a directive that defines the practices that
Catholic colleges and universities are required to adhere to, and that increasingly
provides direction to Catholic healthcare and social service organization. Utilizing the
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themes and directions incorporated in the Compendium assured that the identity traits
presented were core and central to Catholic Social Teaching.
In response to the 24 general identity traits presented, a total of 597 of the
respondents affirmed one or more of the traits as reflective of Catholic identity. Twenty
of the 24 statements had affirmed responses from more than 50% of the participants.
Only one statement, “religious symbols are displayed prominently in agency facilities,”
was affirmed by less than 25% of the participants.
It is unrealistic to believe that employees of the organizations represented would
have in-depth, if any, familiarity with the Compendium; yet this research demonstrates
that there is significant member recognition of those elements of Catholic identity that are
central, core, and enduring to the institution. Less than 50% (n = 289) of all survey
participants indicated their faith affiliation as Catholic. The majority of respondents (n =
258) not currently affiliated with the Catholic faith indicated that they had not previously
been affiliated. The extent to which participants recognized and affirmed traits of
Catholic identity, in the case of some traits greater than 90%, suggests there are efforts in
place to communicate organizational identity to members, rather than organizations
relying on members having personal identity affiliation with the general values of the
organization. See Appendix F for complete detailed results.
Whetten and Mackey (2002) suggest that there are significant challenges for
members to “faithfully represent” the organization’s identity. Further, research has
suggested that the fidelity of an organization’s identity can vary as a result of tenure,
hierarchy, or department association (Albert & Whetten, 1985; Pratt & Foreman, 2000).
What this study demonstrates is that within the greater network of the NYSCC, even a
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century removed from the establishment of the organization, core, central, and enduring
characteristics are known by its contemporary members. Recognition and affirmation was
not limited to organizational leadership, or to individuals identifying as affiliated with the
Catholic faith.
The awareness of identity was broad-based, with no significant variance by tenure
of respondents. Responses with high levels of affirmation, such as, “the agency serves all
people in need regardless of faith affiliation,” realized better than 90% affirmations from
each of the three tenure categories: less than one year; one to four years; and five or more
years. Similarly, identity statements with high numbers of affirmation had consistently
high percentages of affirmations across all four position levels indicated: senior level
administration/management, program/service-level staff, administration or operations
support staff, and other. Again, looking at the statement “the agency serves all people in
need regardless of faith affiliation,” consistently better than 90% of respondents in all
position categories affirmed the statement. Appendix G provides details on results of the
identity statement by position level. Appendix H provides complete results of the survey
in totality
The implications of these findings are significant for the NYSCC and for the
broader scope of Catholic human service institutions. In an era where guiding documents
(Ex Corde Ecclaise, 1990), faith leaders, and scholars (Sullins, 2004) assert that a critical
mass (defined as the majority of members) be affiliated with the Catholic faith in order to
preserve identity, this study suggests that identity can in fact be preserved by members
not affiliated, but who are aware of and aligned with the organization’s core values. This
reinforces the researcher’s early findings that it’s the cognitive awareness of identity and
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identity beliefs that shape the processes and products of an organization (Dutton &
Dukerich, 1991; Dutton, Dukerich, & Harquail, 1994). Awareness of identity builds
understanding, and understanding builds alignment and unified effort under the shared
vision of organizational identity.
Organizational leaders, those charged with guiding the organization to advance its
mission, are forced to serve as sense-makers and information sharers of elements of
organizational identity. Their awareness of core identity elements is critical, and member
awareness is a measure of their effectiveness in communicating core values. The
consistency observed by participants in this survey with respect to affirming the identity
statements suggests effectiveness in the agency leaders’ efforts to communicate identity.
It is this critical role of managers that legitimizes the identity across the many layers of
complex and dynamic organizations (Scott & Lane, 2000), and this data suggests that the
network as a whole and its member organizations are well-positioned to navigate the
cultural threats and industry challenges faced by the collective network and the
organizations individually.
Organizational identity statements. The affirmation of general identity
statements provided the opportunity to consider the baseline-understanding that members
had of core, central indicators of Catholic identity. By assessing that awareness against
members’ perceptions of their own local organization, there was significant opportunity
to identify common themes and trends in member perceptions. From a practical
perspective, understanding employee perceptions of how their organization demonstrates
the core elements of its identity provides leadership the opportunity to address potential
deficiencies in the ideal and the perceived. Understanding employee perceptions provides
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valuable insight into employee behavior, both in service delivery and in general support
of the organization’s mission and vision. It is this insight that can shape staff
development activities and well-position the organization to overall effectiveness in
meeting its mission. Equally as important, in times of change in ecclesiastical leadership,
organizations are well positioned to identify ways in which their organizations
demonstrate fidelity to those values that are core, central, and enduring to Catholic
institutions.
By focusing this dissertation on the perceptions of members—the internal
stakeholders of the organization—the research provides valuable insight into how
members understand and make sense of organizational identity as it shapes and defines
service delivery. The participant responses to questions relating to how organizations
demonstrate and communicate identity provide rich data that can be used to further
strengthen the organization’s mission effectiveness and ultimate competitive advantage
as a human service provider.
In response to the statement, “I believe my agency’s Catholic identity is
demonstrated through its mission by,” the following statements were offered by
participants: “ Caring for the needs of individuals and families and working with them to
overcome barriers in their lives regardless of religious affiliation,” “We serve drug users,
prostitutes, addicts, individuals who are chronically ill…working with those who few
others want to work with,” “Providing quality services with integrity, compassion, and
respect,” and “Offering a diverse amount of programming that meets the needs of
community members in a variety of capacities, from our emergency food pantry, to our
family room, to our domestic violence program, to our emergency assistance
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programming.” The statements are not uniform in content, but they are uniform in
message. Each speaks to a specific element of Catholic identity. Whether they capture the
notion of the dignity of the human person (reference to those who no one will serve), the
principle of common good and preferential option for the poor (emergency food, and
emergency assistance programs), or the manner in which programs are provided
(integrity, compassion, and respect), collectively these each speak to an underlying theme
of Catholic identity—specifically that the measure of the institution is whether it
enhances or threatens the dignity of a person. For the most part, the collective responses
suggest that members recognize that the nature of their organization’s identity is the
combination of “what they do” and “how they do it.”
The participants’ responses to the survey, both quantitative and qualitative will
provide leaders and decision makers with a greater understanding of how their
organization can better articulate the extent to which programs and services are aligned
with the principles of Catholic Social Teaching. There was demonstrated understanding
of the principle of the common good/preferential option for the poor, as well as the
principle of solidarity as evidenced by the significant number of respondents affirming
the identity indicator statement “Our agency serves all people in need regardless of faith
affiliation.” This awareness was observed in the affirmed identity trait statements, the
extent to which members agreed that their organizations demonstrate this trait and in the
number of occurrences of these principles identified in short text responses. Agency
leadership can review those indicators that received lower instances of affirmations to
determine if action strategic initiatives are required to promulgate that message as
essential to their network as a whole or within the individual member agencies. For
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example, taking meaningful steps to identify an environmental advocacy platform
advanced by the Justice and Peace Department as an example of the principle of the care
of God’s creation will provide leaders with an opportunity to align “what they do” with
the “why they do it.”
Through this research, leaders will be well positioned to pinpoint specific
elements of their identity (the principle of the common good or the principle of solidarity)
as distinctive qualities that provide strategic advantage in the highly competitive human
services arena. Consider the general values statements that suggest the organization’s
means of providing services. Indicators of identity that include member identified terms
such as “compassionate care,” “integrity,” and “respect” are strong statements regarding
the values the organization holds true that directly circle back to Catholic identity
indicators. Furthermore, leaders will be positioned to consider responses of “I don’t
know,” or “We don’t,” as opportunities to review where there are possible deficiencies in
how they communicate the identity that drives vision and their connection to service
delivery.
Limitations to the Research
The Compendium is a comprehensive document that provides a wealth of
direction and reference to cornerstone elements of Catholic Social Teaching. While
scholars will agree that the understanding of such teaching is best realized through the
reading of source documents including scripture, there are varying positions as to which,
if any, elements of Catholic Social Teaching are most significant or formative for
today’s Catholic institutions. For the purpose of this study, the researcher determined
which principles were to be incorporated for consideration. This was based on the
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researcher’s understanding of concerns that were trending in industry writings, aligned
with review of scholarly works that addressed how identity was communicated, mission
alignment, and the delivery of services to name a few.
In developing the 24 statements for consideration, each statement reflected my
practical interpretation of elements of Catholic Social Teaching. Those elements were
then aligned with some of the guiding principles outlined in the Compendium. This was
done, in part, to provide for a concise, meaningful survey and, in part, to avoid
overwhelming participants with lofty or highly theological terms and concepts. Not every
concept defined in the Compendium is referenced, nor is every directive established by
Ex Corde Ecclesiae included. As such, there are many areas of identity application that
are not touched on in this study. While the concept of critical mass is alluded to with
reference to composition of employees and their faith affiliation, no indicator was
included to address critical mass in governance. Similarly, statements tied to today’s
healthcare debate that specifically address extension of employee benefits for
reproductive services have direct implication on the principle of sanctity of life, yet the
study did not include any questions specific to health benefits afforded to employees.
Both of these identity challenges and many others are realized each day by this network
and the greater network of Catholic institutions. While providing short text questions in
the survey did afford participants the opportunity to make reference to these and any
other identity claims, specifically asking a question regarding how their organization
detracts from Catholic identity might have provided additional, rich insight regarding
members’ perceptions.
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As indicated in the earlier chapters, cannon law dictates that Catholic institutions,
including the participant organizations, operate under the direction of the local bishop.
While the organizational identity paradigm suggests identity is what members believe to
be central, core, and distinctive, in the hierarchy of the church, it is the ultimately at the
discretion of the local bishop to confirm alignment or to address where there is
divergence. The collective perceptions of members are essential for the organization to
move forward in the effective delivery of services. However, the most influential member
of each of the participant organizations was not a participant in this research, and it is
their perception that matters most.
An additional limitation related to the scope of this research was the researcher’s
decision to focus specifically on what members believed to be indicators of Catholic
identity and how those identity statements were demonstrated within members’
organizations. As such, for each statement the factor analysis was focused on the
perceptions of members who affirmed the general identity statement. The perceptions of
those who did not affirm the statement were generally excluded from the higher level of
analysis. Their perceptions were considered in the general analysis, and any responses to
the short text statements were coded and analyzed, but not systematically included in the
full analysis of each individual organizational-specific statement.
From a logistical standpoint, while this research project was made available to all
member organizations of the NYSCC, participation was limited in the extent that
diocesan directors had the final say regarding participation of their diocese. The largest
member agency and one medium-sized organization did not participate. While the
participant did afford a cross representation of members across the state, the data could
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have been enhanced by full participation. This is particularly true of the largest diocese
where, arguably, the member population is the most diverse, scope of services have a
broader reach, and therefore the perceptions of members would have been worth
consideration.
Participation of members was limited to the extent that they had electronic
capability. Initial communications with at least two member organizations indicated that
there was a small population of members within their institutions that lacked access to
electronic communications. The alternative to direct e-mail would have been to issue a
notice in memo form that directed members to an open survey link. In an attempt to
preserve the protocols established for the distribution of the survey, a decision was made
not to alter the primary method of communication for those small segments of
membership.
The distribution of an alternate survey link was implemented for one member
organization, however, had this not been afforded, the entire organization would have
been precluded from participation. The listserve process that was implemented did
initially create an access problem for members of that diocese. Immediate steps were
taken to correct the access issue, resulting in the link being open and unrestricted. While
the administrator of the member organization was quick to address any concerns with
access and encouraged the utilization of the alternate processes, it is reasonable to
conclude the initial technical problem discouraged members from re-attempting their
participation.
Additionally, while the survey program utilized would allow for translation into
alternate languages other than English, at least one member organization communicated
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the need to have the survey distributed orally to members who were vision impaired.
Time limitation prevented securing an appropriate program for translation into a verbal
medium. While members in this population were not prohibited from using readers to
facilitate their participation, the inability to have this reasonable accommodation might
have discouraged participation.
Recommendations
The study of organizational identity is one that focuses on member perceptions.
This study focused specifically on employee members, posing a series of general identity
statements and statements specific to their individual organization. In this network, and
the broader network of Catholic institutions, membership is greater than just paid staff.
Program volunteers and board members serve as critical resources in the decision making
and delivery of programs and services. Creating a mechanism to gain understanding of
their perceptions in concert with or in addition to paid members could provide additional
depth to the understanding of Catholic identity within the NYSCC and broader network
of institutions.
While this study was intended to obtain the perceptions of organizational identity
that are specific to members, there is potential for greater exploration of stakeholder
perceptions. Recipients of services, community partners, congregants in local parishes
and funders all have the potential to serve as meaningful contributors to the body of
knowledge that addresses the notion of Catholic identity. From gaining an understanding
to their perceived image or the assessing if program participants feel welcome regardless
of their faith affiliation, further exploring how Catholic identity is perceived from the
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stakeholder’s viewpoint would be valuable in determining congruence between how
members perceive the institution and how others do.
This study provided a concise means of assessing members’ perception regarding
the Catholic identity of their local institution. To facilitate that process, specific elements
of the Compendium and key principles of Catholic Social Teaching were presented for
consideration. There is the potential for future research to address items not specifically
included in this study, and the potential to frame further, more in-depth research around a
single element. The concept of respecting the sanctity of life, for instance, could serve as
a standalone research topic, as could many other principles. Given the significant number
of participants who identified and referenced meeting the needs of all regardless of faith,
I believe there would be value in digging deeper into how that identity trait is advanced
throughout the network.
Additionally, while this study presented participants with 24 statements for
consideration, a process was employed that allowed for in-depth analysis of only nine of
those statements. Further analysis of those additional statements affirmed, could add
more depth and richness to the field of research around Catholic identity.
Additional recommendations generated from this research are specific to the
delivery of service. As research suggests, leaders are the primary responsible parties for
making sense of and communicating identity claims. As such, it is important for them to
understand where there is confusion regarding identity. Consider the statements regarding
how organizational identity is demonstrated and communicated. Instances where
participants responded “we don’t” or “ don’t know” should be considered significant and
worthy of attention. Just as affirmed statements suggest member understanding and are
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worth celebrating, dissenting opinion merits attention. What leaders can take from this
research is the need for implementing processes to assure all members understand and are
aligned with the organizations’ core values and foundational identity.
Conclusion
This study on Catholic organizational identity began with a goal of gaining
insights into the perceptions of members of a Catholic human service network.
Specifically, it was the researcher’s objective to determine “How do Catholic social
service organizations maintain their Catholic identity while delivering services that are
largely secular in nature? What do members (employees) of the organization perceive to
be the core, distinctive elements that demonstrate Catholic identity?” and, “Is there a
significant difference in the perception of members charged with delivery of services
within the organization and of those responsible for leading the institution?” As a
member of this network of service providers, the researcher came to this study because of
their understanding of the complexity of providing services in a manner consistent with
the objectives of a funding source while maintaining fidelity to the identity of the
organization.
As a whole, the network is aware of the challenges the church as faces regarding
the validity of its teachings in an ever-changing society. The network is aware of the
debates between the liberal members and conservative members of the same institution
and how the authority that rests with the pontificate impacts the day to day mechanics
under services are provided. It is aware of the challenges the human service sector faces
regarding the competitiveness of funding, and it is that competitiveness that creates
further struggle between identity allegiance and compliance with industry requirements
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that push the limits of the church’s doctrine. Most importantly, the network is aware that
how it make sense of these competing forces has meaningful and significant implications
on the lives of the individuals it aims to serve; specifically the most poor, the most
vulnerable, and often the most disenfranchised members of our communities.
This study was intended to recognize the complexity of the structure in which we
operate, and provide insight into the perception of members—all members—from those
leading the institutions, those charged with delivery of services, and those whose primary
responsibilities are operational support functions. This study was intended to consider
member perceptions regardless of what religious beliefs the members individually held.
What it did, in very concrete ways, was suggest that regardless of when the
organization’s identity was shaped, that contemporary members still recognize those
elements that are central, core, and enduring. More importantly, this research suggests
that members can articulate how that identity is manifested in the delivery of programs
and services that were developed long-after the organization was established.
When the formalized system of Catholic Charities was established in New York
State a little more than a century ago, there was no organized system of government
funding that responded to disaster relief, to domestic violence, to refugee assistance or
individuals affected with HIV or AIDS. There was no structure in place or industry to
address persons returning to the community from incarceration or the community
integration of the mentally ill or persons with developmental disabilities. Advances in
technology and industry had yet to dictate the need to develop environmental platforms
that addressed hydrofracking, pollution, or even lead abatement. Yet today, a century
later, members are able to recognize and articulate how each of those contemporary
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services directly relates to the very core identity concepts of this complex and dynamic
organization.
Through application of the Albert and Whetten’s organizational identity theory,
this study employed a process of assessing members’ understanding of what elements are
indicative of Catholic identity and compared those statements to their perceptions of their
organizational practices, and service delivery system. What this research demonstrated
was that in meaningful and significant ways, members of this network more than embrace
the central values of their organizations’ identities; they emphasize it in their everyday
delivery of service. This research affirms that while the demands of human service sector
may evolve, while needs of a community may change over time, and while regulatory
requirements change, this network is capable of adapting to meet the changing dynamics
of service delivery while maintaining fidelity to its identity.
This study on Catholic identity took care to incorporate significant research that
studied organizational identity as a whole; that assessed member perceptions and
hierarchy as it relates to mission awareness and alignment; it reviewed application of
organizational identity to complex organizations and reviewed the dynamics of
competing identities within those organizations. Through the lens of church doctrine, this
research applied concepts that are legitimate metrics of organizational effectiveness and
related them to the complex, dynamic network that of Catholic human service
organizations. With attention to dynamics that include employee tenure, faith affiliation,
position within the organization, and more, this study effectively captured the essence of
the theoretical paradigm of organizational identity—member perceptions of what is
central, core, and enduring to an organization.
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The findings of this study suggest that there is alignment to those core identity
traits that were long-ago established, and that there is little divergence between the
perceptions of leadership and line staff. The insight to member’s perceptions provides an
understanding and awareness of where efforts can be directed to more effectively connect
identity with modern day service delivery, and where there is potential for further
research on individual identity traits. For this complex, dynamic, and long-standing
organization, there is significant time and opportunity for leaders to continue their efforts
to communicate those core elements of identity and for future researchers to contemplate
the application and implication of Catholic identity on the delivery of secularized
services.
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Appendix A
Catholic Organizational Identity Survey
Q1 This survey is part of a research project studying Catholic organizational identity. It
is intended to help understand perceptions employees have regarding Catholic
organizational identity as a whole, and how that identity is demonstrated with our
network of organizations. You are receiving this survey because you are currently an
employee in a Catholic Charities organization within New York State. Your responses
will be combined with responses from individuals representing Catholic Charities
organizations in each of the eight dioceses of New York State.
This project is being
conducted in partial fulfillment of the degree of Doctorate of Education in Executive
Leadership at St. John Fisher College. While your organization has expressed interest in
participating in the study, you are encouraged but not obligated to participate. There is
no additional compensation for participation in this survey.
This survey will be
available for 30 days. You will receive three reminder emails during that time period
encouraging your participation. You may opt out of participation at any time,. You may
only complete this survey one time, and that will complete your participation in this
project. It is anticipated that your participation will take not more than 15 minutes. You
may save your results and return to the survey at any time.
Your responses and
contact information will remain confidential. Results will be reported by agency, and for
the state-wide network as a whole. At no time will it be known to anyone other than this
researcher, who participated and what their individual responses were. Upon successful
completion of this research process, individual responses will be destroyed and only
results will be retained.
Upon successful completion of this project, results of this
study will be made available to participants, Diocesan Catholic Charities Directors, and
the network as a whole. This researcher will work with the network leadership to identify
the appropriate distribution of the results of the study.
This survey is not intended to
cause stress or undue hardship for participants. There are no risks associated with
participation.
If you have questions regarding this survey, the research project in
general, or wish to be notified of the results of this project, please contact the research
directly.
Inquiries and comments may be directed to: Ellen. T Wayne, Executive
Director, Catholic Charities of the Finger Lakes EdD Candidate St. John Fisher College
etw05938@sjfc.edu
 I consent and agree to participate (1)
 I decline to participate (2)
If I decline to participate Is Selected, Then Skip To End of Survey
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Q2 My position in the organization is
 Senior level administration/management (1)
 Program/service-level staff (2)
 Administrative or operations support staff (3)
 Other (4)
Q3 My length of time at this organization is
 less than one year (1)
 1-4 years (2)
 5 + years (3)
Q4 My current faith affiliation is best described as
 Protestant (1)
 Catholic (2)
 Mormon (3)
 Jehovah Witness (4)
 Orthodox (5)
 Jewish (6)
 Muslim (7)
 Buddhist (8)
 Hindu (9)
 Religious but unaffiliated (10)
 Secular unaffiliated (11)
 Atheist (12)
 Agnostic (13)
Q5 Please indicate if at any time you have been, but are not currently a practicing
Catholic
 yes (1)
 no (2)
 not applicable (3)
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Q6 Please indicate your organization affiliation
 Catholic Charities Diocese of Albany (1)
 Catholic Charities Diocese of Brooklyn and Queens (2)
 Catholic Charities Diocese Buffalo (3)
 Catholic Charities Archdiocese of New York (4)
 Catholic Charities Diocese of Ogdensburg (5)
 Catholic Charities Diocese of Rochester (6)
 Catholic Charities Dioceses of Rockville Centre (7)
 Catholic Charities Diocese of Syracuse (8)
Q7 My gender is
 Male (1)
 Female (2)
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Q8 Please indicate which of the following characteristics you believe are important for a
Catholic organization to demonstrate. Check all that apply
 The agency promotes the sanctity of life through programing and service delivery (1)
 The agency's programs are developed and maintained that support the human person
from conception through natural death (2)
 Programs are provided that outreach to the infirmed, the disabled or those unable to
care for themselves (3)
 Promotional material and written works identify that the work of the organization is
rooted in scripture (4)
 Religious symbols are displayed prominently in agency facilities (5)
 A prayerful environment is supported, with prayer and reflection incorporated into
meetings and agency gatherings (6)
 The mission and programs are not just about compassion, but responding to
conditions that threaten the common good (7)
 Programs and services are provided that address the physical and spiritual needs of
individuals (8)
 The agency works to influence policy and community practices that threaten the
common good (9)
 The agency responds directly to issues of distress and suffering (10)
 The agency actively demonstrates its commitment to matters of social justice (11)
 Meeting the needs of the poor is a priority in programs and service delivery (12)
 The agency works to include its clients in decision making and governance (13)
 The agency works to assure the poor and vulnerable have opportunities for decision
making in the communities in which they live (14)
 The agency serves all people in need, regardless of their faith affiliation (15)
 The agency's program reflects an understanding of the importance of the natural
family as a key unit of society (16)
 The agency's employment practices are fair and just, and recognize the rights and
dignity of all workers (17)
 The agency promotes broader community efforts to address the rights and dignity of
all workers (18)
 The agency employs environmentally sound practices in the administration of its
work (19)
 The agency seeks to promote community-wide and global understanding and respect
for sound environmental practices (20)
 The agency respects the authority of the local bishop (21)
 The agency fosters a relationship with local parishes (22)
 The agency initiates and participates in dialogs with diverse faith communities (23)
 The agency promotes programs that reach persons of diverse languages and races (24)
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Q9 Please rate the following statements specific to YOUR agency
Strongly Agree
(1)

Agree (2)

Disagree (3)

Strongly
Disagree (4)

Do Not Know
(5)

The agency
promotes the
sanctity of life
though
programming
and service
delivery (1)











The agency's
programs are
developed and
maintained to
support the
human person
from
conception
through natural
death (2)











Programs are
provided that
outreach to the
infirmed, the
disabled or
those unable to
care for
themselves (3)









































Promotional
material and
written works
DO NOT
identify the
organization is
rooted in
scripture (4)
Religious
symbols are
displayed
prominently in
agency facilities
(5)
A prayerful
environment is
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supported, with
prayer and
reflection
incorporated
into meetings
and agency
events (6)
The mission
and programs
are not just
about
compassion, but
responding to
conditions that
threaten the
common good
(7)































The agency
responds to
issues of
distress and
suffering (10)











The agency
actively
demonstrates its
commitment to
matters of
social justice
(11)











Programs and
services are
provided that
address the
physical and
spiritual needs
of individuals
(8)
The agency
works to
influence policy
and community
practices that
threaten the
common good
(9)
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Meeting the
needs of the
poor is a
priority in
programs and
service delivery
(12)











The agency
DOES NOT
include its
clients in
decision
making and
governance (13)































The agency's
programming
reflects an
understanding
of the
importance of
the natural
family as a key
unit of society
(16)











The agency's
employment
practices are
fair and just,











the agency
works to assure
the poor and
vulnerable have
opportunities
for decision
making within
the
communities in
which they live
(14)
The agency
serves all
people in need,
regardless of
their faith
affiliation (15)
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and recognize
the rights and
dignity of all
workers (17)
The agency
promotes
broader
community
efforts that
address the
rights and
dignity of all
workers (18)































The agency
respects the
authority of the
local bishop
(21)











The agency
fosters a
relationship
with local
parishes (22)











The agency
does not initiate
or participate in
dialogs with











The agency
employs
environmentally
sound practices
in the
administration
of its work (19)
The agency
seeks to
promote
communitywide and global
understanding
and respect for
sound
environmental
practices (20)
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diverse faith
communities
(23)
The agency
promotes
programs that
reach persons of
diverse
languages and
races/ (24)











Q10 I believe my agency's Catholic identity is demonstrated through our mission by
Q11 My organization regularly communicates its Catholic identity by
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Appendix B
Catholic Identity Statements Clustered By Catholic Social Teaching Elements
Promotional material and written works identify that the work of
the organization is rooted in scripture
Religious symbols are prominently displayed in agency facilities
A prayerful environment is supported, with prayer and reflection
incorporated into meetings and agency gatherings

Expression of
Church's
doctrine

The agency respects the authority of the local bishop
The agency fosters a relationship with local parishes
The agency promotes the sanctity of life through programming
and service delivery
The agency's programs are developed and maintained that support
the human person from conception through natural death
Programs are provided that outreach to the infirmed, the disabled
or those unable to care for themselves
Programs and services are provided that address the physical and
spiritual needs of individuals

Promotion of
human life
and dignity

of the

Recognition of
spiritual, physical
and mental health
needs of the
person

The mission and programs are not just about compassion, but
responding to conditions that threaten the common good
The agency works to influence policies and community practices
that threaten the common good
The agency responds directly to issues of distress and suffering
The agency actively demonstrates its commitment to matters of
social justice

Principle of
common good,
preferential
option for the
poor

Meeting the needs of the poor is a priority in programs and
service delivery
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The agency works to include its clients in decision making and
governance
The agency works to assure the poor and vulnerable have
opportunities for decision making in the communities in which
they live

Principle
of
subsidarity

The agency serves all people in need, regardless of
their faith affiliation

The agency initiates and participates in dialogues with
diverse faith communities

Principle
of
solidarity

The agency promotes programs that reach persons of
diverse languages and races
The agency's employment practices are fair and just,
and recognize the rigths and dignity of all persons
The agency promotes broader community efforts to
address the rights and dignity of all workers
The agency's programs reflect an understanding of the
importance of the natural family as a key unit of
society
The agency employs environmentally sound practices
in the administration of its work

The
dignity
of work

Care of God's
creation

The agency seeks to promote community-wide and
global understanding and respect for sound
environmental practices
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Appendix C

Good morning

Sample Diocesan Director Communication

I'm sending this email as a follow up to your conversation with Jack Balinksy during last
week's conference call meeting of the Catholic Charities Diocesan Directors.
As Jack indicated, I am a candidate for a Doctorate in Executive Leadership at St. John
Fisher College in Rochester. My research is focusing on organizational identity-specifically how organizations maintain their Catholic identity through the provision of
secularized delivery of services. Because the complexity of organizational identity is
directly linked with member's perceptions, my study is seeking to gain insight into the
perceptions of employees throughout the Catholic Charities network. I know Jack
stressed to you that the participants and the agencies participating will be kept
confidential, and I want to assure you of that, as well as provide you with more
information.
My study will be completed through the use of an electronic survey. I anticipate
distribution of the survey in the early Spring. It should take employees not more than 15
minutes to complete the survey. I understand the size of our membershipbase(employees)is large, and for that reason I believe the results from the study will
provide significant information. The electronic process, combined with a statistical
program made available to me through St. John Fisher College will be used to help draw
conclusions--and will also afford me the opportunity to provide information specific to
your organization, should that level of detail interest you.
I appreciate your willingness to consider allowing participation from the members of
your organization. I can assure you that responses from individuals will be anonymous,
and most importantly, as the dissertation and materials related to the study are finalized,
the network will be known only as a state-wide network of Catholic human service
organizations. Again I assure you, every effort will be made to prevent identification of
the New York State Catholic Conference, and the Diocesan agencies participating in the
study. The gathering of contact information and processing of responses will meet the
standards prescribed by the St. John Fisher College Institutional Review Board, and as
such, great care will be afforded to safeguarding the data.
By this email I invite you to ask any questions that you might have regarding the process,
and the goals of this study. I know Jack communicated to me that my intent isn't to
identify if any how some agencies appear 'more Catholic' than others; rather, I am
looking to spotlight those elements of our structure, service delivery, governance and
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more that our members recognize as key to demonstrating our Catholic identity. Should
you agree to allow participation within your organization, I would be requesting that you:
-Indicate your willingness to participate, in writing, complete with your original signature
-In advance of survey distribution, agree to communicate with your members via email or
other agency-wide notice, your endorsement of the survey and encourage their
participation
-Provide me with a point person from your organization who could assist me in securing
email contact information for your employees
It is important to note that the greater the participation, the more statistically relevant the
information will be. However, if there is an agency that does not wish to participate, it
will not hinder the study from going forward. That said, I do hope you will find value in
this opportunity and thoughtfully consider participating.
As the research project comes to a completion, I will be more than happy to share
information with you directly, and with the membership as a whole.
I will be personally contacting you in the next few weeks to further discuss this request,
and any concerns you might have, in the interim, if you wish to speak with me, I can be
reached at 315.XXX.XXXX (cell) or at 315.XXX.XXXX ext. 107.
Thank you for your consideration.
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Appendix D
Sample Communication
Please use agency letterhead
To: All Dioceses of XXXX Catholic Charities Employees
From: XXX, Diocesan Director
Date:
Regarding: Survey on Catholic Identity
The purpose of this memo is to inform you of a study we are participating in regarding
perceptions of Catholic Identity in Catholic Charities organizations across New York
State.
In the next few days, you will receive a survey from Ellen Wayne, a Doctoral candidate
at St. John Fisher College. This survey will come to you thorough your agency email.
While your participation in the survey is voluntary, I strongly encourage you to take the
time to participation by responding to the survey. It is my belief and the belief of the
Diocesan Directors across our network, that understanding the perceptions of our
employees can only serve to strengthen our organizations individually and our network as
a whole.
The survey will take less than 10 minutes of your time. You will be asked to provide
some brief demographic information, and then respond to a series of statements regarding
your perceptions about Catholic identity. There are no wrong answers! Your honest
responses are encouraged. Your responses will remain confidential. Leadership within
our organization will not be alerted regarding who has and who has not participated.
The survey will be available for 30 days, and during that time you will receive
electronically generated reminders to participate.
Thank you for your anticipated cooperation with this research. We look forward to
learning from you in our efforts to understand and strengthen Catholic identity within
Catholic Charities of the Diocese of XXX.
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Appendix E
Results of Responses to Specific Identity Related Statements
#

Answer

1

The agency promotes the sanctity of life through
programming and service delivery
The agency’s programs are developed and maintained
that support the human person from conception through
natural death
Programs are provided that outreach to the infirmed,
the disabled or those unable to care for themselves
Promotional material and written works identify that
the work of the organization is rooted in scripture
Religious symbols are displayed prominently in agency
facilities
A prayerful environment is supported with prayer and
reflection incorporated into meetings and agency
gatherings
The mission and programs are not just about
compassion but responding to conditions that threaten
the common good
Programs and services are provided that address the
physical and spiritual needs of individuals
The agency works to influence policy and community
practices that threaten the common good
The agency responds directly to issues of distress and
suffering
The agency actively demonstrates its commitment of
matters of social justice
Meeting the needs of the poor is a priority in programs
and service delivery
The agency works to include its clients in decision
making and governance
The agency works to assure the poor and vulnerable
have opportunities for decision making in the
communities in which they live

2
3
4
5
6
7
8
9
10
11
12
13
14

Number
of
Responses
342

Percent
Response

298

50

472

79

150

25

104

17

206

35

446

75

338

57

370

62

458

77

405

68

478

80

311

52

398

67

57
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15 The agency serves all people in need, regardless of
their faith affiliation
16 The agency’s program reflects an understanding of the
importance of the natural family as a key unit of
society
17 The agency’s employment practices are fair and just,
and recognize the rights and dignity of all workers
18 The agency promotes broader community efforts to
address the rights and dignity of all workers

571

96

216

36

494

83

363

61

19 The agency employs environmentally sound practices
in the administration of its work
20 The agency seeks to promote community-wide and
global understanding and respect for sound
environmental practices
21 The agency respects the authority of the local bishop
22 The agency fosters a relationship with local parishes
23 The agency initiates and participates in dialogs with
diverse faith communities
24 The agency promotes programs that reach persons of
diverse languages and races

369

62

281

47

279
356
379

47
60
63

471

79
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Appendix F
Religious Affiliation to Identity Statements
Please indicate which of the following characteristics you believe are important for a
Catholic organization
Buddhist

Hindu

Religious but
Unaffiliated

Secular
unaffiliated

Atheist

Agnostic

Total

1
50%

5
50%

1
50%

3
37.5%

2
66.7%

44
45.8%

11
52.4%

2
22.2%

8
32%

329
57.4%

67
53.6%

150
53.8%

0
0%

1
50%

4
40%

2
100%

3
37.5%

1
33.3%

44
44.5%

9
42.9%

1
11.1%

7
28%

287
50.1%

96
76.8%

225
80.7%

0
0%

2
100%

6
60%

2
100%

5
62.5%

1
33.3%

78
81.3%

20
95.2%

7
77.8%

19
76%

456
79.6%

43
34.4%

81
29%

0
0%

0
0%

0
0%

2
100%

0
0%

0
0%

13
13.5%

2
9.5%

0
0%

2
8%

143
25%

21
16.8%

70
25.1%

1
100%

0
0%

1
10%

0
0%

1
12.5%

0
0%

6
6.3%

1
4.8%

0
0%

1
4%

102
17.8%

47
37.6%

110
39.4%

0
0%

1
50%

1
10%

1
50%

1
12.5%

1
33.3%

26
27.1%

6
28.6%

0
0%

2
8%

195
34%

Muslim

O
0%

Jewish

178
63.8%

Orthodox

77
61.6%

Mormon

Catholic

The agency promotes
the sanctity of life
through programming
and service delivery.
The agency's
programs are
developed and
maintained that
support the human
person from
conception through
natural death
Programs are
provided that
outreach to the
infirmed, the disabled
or those unable to
care for themselves
Promotional material
and written works
identify that the work
of the organization is
rooted in scripture
Religious symbols are
displayed
prominently in
agency facilities
A prayerful
environment is
supported, with
prayer and reflection
incorporated into
meetings and agency
gatherings

Protestant

Statement
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Buddhist

Hindu

Religious but
Unaffiliated

Secular
unaffiliated

Atheust

Agnostic

Total

2
100%

6
60%

1
50%

5
62.5%

2
66.7%

69
71.9%

19
90.5%

5
55.6%

21
84.5

433
75.6%

73
58.4%

168
60.2%

1
100%

2
100%

7
70%

1
50%

5
62.5%

2
66.7%

5
52.1%

12
57.1%

2
22.2%

8
32%

327
57.1%

69
55.2%

199
71.3%

0
0%

1
50%

5
50%

2
100%

5
62.5%

1
33.3%

45
46.9%

14
66.7%

6
66.7%

18
72%

359
62.7%

99
79.2%

220
78.9%

0
0%

2
100%

6
60%

1
50%

6
75%

2
66.7%

69
71.9%

20
95.2%

8
88.9%

20
80%

446
77.8%

80
64%

204
73.1%

1
100%

1
50%

7
70%

0
0%

8
100%

2
66.7%

57
59.4%

15
71.4%

7
77.8%

16
64%

391
68.2%

97
77.6%

229
82.1%

0
0%

2
100%

7
70%

2
100%

7
87.5%

2
66.7%

75
78.1%

17
80.1%

8
88.9%

18
72%

460
80.3%

69
55.2%

131
47%

0
0%

2
100%

4
40%

1
50%

7
87.5%

2
66.7%

49
51%

14
66.7%

8
88.9%

18
72%

300
52.4%

82
65.6%

192
68.8%

0
0%

1
50%

5
50%

2
100%

7
87.5%

3
100%

59
61.5%

13
62%

8
88.9%

17
68%

384
67%

123
98.4%

265
95%

1
100%

2
100%

7
70%

1
50%

8
100%

3
100%

93
96.9%

20
95.2%

9
100%

23
92%

548
95.6%

51
40.8%

107
38.4%

0
0%

1
50%

1
10%

2
100%

2
25%

2
66.7%

33
34.4%

2
9.5%

1
11.1%

5
20%

205
35.8%

Muslim

0
0%

Jewish

214
76.7%

Orthodox

96
76.8%

Mormon

Catholic

The mission and
programs are not just
about compassion,
but responding to
conditions that
threaten the common
good
Programs and
services are provided
that address the
physical and spiritual
needs of individuals
The agency works to
influence policy and
community practices
that threaten the
common good
The agency responds
directly to issues of
distress and suffering
The agency actively
demonstrates its
commitment to
matters of social
justice
Meeting the needs of
the poor is a priority
in programs and
service delivery
The agency works to
include its clients in
decision making and
governance
The agency works to
assure the poor and
vulnerable have
opportunities for
decision making in
the communities in
which they live
The agency serves all
people in need,
regardless of their
faith affiliation
The agency's program
reflects an
understanding of the
importance of the
natural family as a
key unit of society

Protestant

Statement
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Religious but
Unaffiliated

Secular
unaffiliated

Atheust

Agnostic

Total

6
60%

1
50%

8
100%

2
66.7%

73
76%

17
81%

6
66.7%

22
88%

476
83.1%

65
52%

188
67.4%

0
0%

2
100%

4
40%

1
50%

6
75%

2
66.7%

54
56.3%

14
66.7%

7
77.8%

17
68%

353
61.6%

78
62.4%

184
66%

0
0%

2
100%

6
60%

2
100%

7
87.5%

2
66.7%

47
49%

14
66.7%

6
66.7%

18
72%

358
62.5%

53
42.4%

127
45.5%

0
0%

2
100%

5
50%

1
50%

6
75%

2
66.7%

48
50%

14
66.7%

7
77.8%

14
56%

273
47.6%

54
43.2%

173
62%

0
0%

1
50%

3
30%

1
50%

2
25%

1
33.3%

30
31.3%

5
23.8%

1
11.1%

5
20%

273
47.6%

77
61.6%

204
73.1%

0
0%

1
50%

3
30%

1
50%

4
50%

1
33.3%

37
38.5%

12
57.1%

2
22.2%

10
40%

349
60.9%

79
63.2%

187
67%

0
0%

1
50%

5
50%

1
50%

7
87.5%

2
66.7%

55
57.3%

13
61.9%

6
66.7%

15
60%

365
63.7%

98
78.4%

220
78.9%

0
0%

2
100%

6
60%

2
100%

8
100%

3
100%

78
81.3%

17
81%

8
88.9%

20
80%

455
79.4%

125

279

1

2

10

2

8

3

96

21

9

25

573

Muslim

Hindu

2
100%

Buddhist

0
0%

Jewish

238
85.3%

Orthodox

108
86.4%

Mormon

Catholic

The agency's
employment practices
are fair and just, and
recognize the rights
and dignity of all
workers
The agency promotes
broader community
efforts to address the
rights and dignity of
all workers
The agency employs
environmentally
sound practices in the
administration of its
work
The agency seeks to
promote communitywide and global
understanding and
respect for sound
environmental
practices
The agency respects
the authority of the
local bishop
The agency fosters a
relationship with
local parishes
The agency initiates
and participates in
dialogs with diverse
faith communities
The agency promotes
programs that reach
persons of diverse
languages and races
Total participants by
religious affiliation

Protestant

Statement

N ote: there w ere no respondents of the Jehovah Witness faith.
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Appendix G
Statement Agreement by Position in Organization
Statement

The agency promotes the
sanctity of life through
programming and service
delivery.
The agency's programs are
developed and maintained
that support the human
person from conception
through natural death
Programs are provided that
outreach to the infirmed,
the disabled or those
unable to care for
themselves
Promotional material and
written works identify that
the work of the
organization is rooted in
scripture
Religious symbols are
displayed prominently in
agency facilities
A prayerful environment is
supported, with prayer and
reflection incorporated
into meetings and agency
gatherings
The mission and programs
are not just about
compassion, but
responding to conditions
that threaten the common
good
Programs and services are
provided that address the
physical and spiritual
needs of individuals
The agency works to
influence policy and
community practices that
threaten the common good
The agency responds
directly to issues of
distress and suffering

Senior
Level
Admin/
Mgmt
99
61.5%

Program/
Service Level
Staff

Admin or
Operations Support
Staff

Other

Total

142
55.7%

78
58.2%

22
50%

341
57.1%

84
52.2%

124
48.6%

67
50%

21
47.7%

296
49.8%

123
76.4%

204
80%

108
80.6%

36
81.8%

471
79.3%

47
29.2%

55
21.6%

33
24.6%

14
31.8%

149
25.1%

25
15.5%

42
16.5%

28
20.9%

9
20.5%

104
17.5%

66
41%

78
30.6%

44
32.8%

17
38.6%

205
34.5%

130
80.8%

186
72.9%

100
74.6%

29
65.9%

445
74.9%

98
60.9%

144
56.5%

68
50.8%

27
61.4%

337
56.7%

117
72.7%

154
60.4%

75
56%

23
52.3%

369
62.1%

129
80.1%

200
78.4%

98
73.1%

30
68.2%

457
76.9%
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The agency actively
demonstrates its
commitment to matters of
social justice
Meeting the needs of the
poor is a priority in
programs and service
delivery
The agency works to
include its clients in
decision making and
governance
The agency works to
assure the poor and
vulnerable have
opportunities for decision
making in the
communities in which they
live
The agency serves all
people in need, regardless
of their faith affiliation
The agency's program
reflects an understanding
of the importance of the
natural family as a key
unit of society
The agency's employment
practices are fair and just,
and recognize the rights
and dignity of all workers
The agency promotes
broader community efforts
to address the rights and
dignity of all workers
The agency employs
environmentally sound
practices in the
administration of its work
The agency seeks to
promote community-wide
and global understanding
and respect for sound
environmental practices
The agency respects the
authority of the local
bishop
The agency fosters a
relationship with local
parishes
The agency initiates and
participates in dialogs with
diverse faith communities
The agency promotes
programs that reach
persons of diverse
languages and races
Total participants by
position

122
75.8%

175
68.6%

81
60.5%

26
59.1%

404
68%

136
84.5%

203
79.6%

101
75.4%

36
81.8%

476
80.1%

86
53.4%

135
52.9%

60
44.8%

29
65.9%

310
52.2%

108
67.1%

179
70.2%

82
61.2%

27
61.4%

396
66.7%

155
96.3%

244
95.7%

126
94%

43
97.7%

568
95.6%

51
31.7%

93
36.5%

53
39.6%

18
40.9%

215
36.2%

144
89.4%

202
79.2%

111
82.8%

35
79.6%

492
82.8%

108
67.1%

154
60.4%

74
55.2%

26
59.1%

362
60.9%

111
68.9%

150
58.8%

81
60.5%

26
59.1%

368
62%

74
46%

125
49%

59
44%

22
50%

280
47.1%

86
53.4%

108
42.4%

64
47.8%

20
45.5%

278
46.8%

118
73.3%

133
52.2%

81
60.5%

23
53.3%

355
59.8%

116
72.1%

156
61.2%

78
58.2%

28
63.6%

378
63.6%

135
83.9%

198
77.7%

100
74.6%

36
81.8%

469
79%

161

255

134

44

594
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Appendix H
Complete Survey Results
Initial Report 1. This survey is part of a research project studying Catholic
organizational identity. It is intended to help understand perceptions employees have
regarding Catholic organizational identity as a whole, and how that identity is
demonstrated with our network of organizations. You are receiving this survey because
you are currently an employee in a Catholic Charities organization within New York
State. Your responses will be combined with responses from individuals representing
Catholic Charities organizations in each of the eight Dioceses of New York State.
This
project is being conducted in partial fulfillment of the degree of Doctorate of Education
in Executive Leadership at St. John Fisher College. While your organization has
expressed interest in participating in the study, you are encouraged but not obligated to
participate. There is no additional compensation for participation in this survey. This
survey will be available for 30 days. You will receive three reminder emails during that
time period encouraging your participation. You may opt out of participation at any
time,. You may only complete this survey one time, and that will complete your
participation in this project. It is anticipated that your participation will take not more
than 15 minutes. You may save your results and return to the survey at any
time.
Your responses and contact information will remain confidential. Results will
be reported by agency, and for the state-wide network as a whole. At no time will it be
known to anyone other than this researcher, who participated and what their individual
responses were. Upon successful completion of this research process, individual
responses will be destroyed and only results will be retained.
Upon successful
completion of this project, results of this study will be made available to participants,
Diocesan Catholic Charities Directors, and the network as a whole. This researcher will
work with the network leadership to identify the appropriate distribution of the results
of the study.
This survey is not intended to cause stress or undue hardship for
participants. There are no risks associated with participation.
If you have questions
regarding this survey, the research project in general, or wish to be notified of the
results of this project, please contact the research directly.
Inquiries and comments
may be directed to: Ellen. T Wayne, Executive Director, Catholic Charities of the Finger
Lakes EdD Candidate St. John Fisher College etw05938@sjfc.edu
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#

1
2

Answer

Response

%

621

98%

14

2%

635

100%

I consent and agree to
participate
I decline to participate
Total
Statistic

Value

Min Value

1

Max Value

2

Mean

1.02

Variance
Standard Deviation

0.02
0.15

Total Responses

635

2. My position in the organization is

#

Answer

Response

%

1

Senior level administration/management

166

27%

2

Program/service-level staff

272

44%

3

Administrative or operations support staff

139

22%

4

Other

47

8%

Total

624

100%
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Statistic

Value

Min Value
Max Value

1
4

Mean

2.11

Variance

0.78

Standard Deviation

0.88

Total Responses

624

3. My length of time at this organization is

#

Answer

Response

%

1
2

less than one year
1-4 years

83
196

13%
31%

3

5 + years

347

55%

Statistic

Value

Min Value

1

Max Value

3

Total Responses

626
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4. My current faith affiliation is best described as
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#

Answer

Response

%

1
2

Protestant
Catholic

132
289

22%
48%

3

Mormon

1

0%

4

Jehovah Witness

1

0%

5

Orthodox

4

1%

6

Jewish

10

2%

7
8

Muslim
Buddhist

3
8

0%
1%

9

Hindu

3

0%

10

Religious but
unaffiliated

100

17%

11

Secular unaffiliated

23

4%

12
13

Atheist
Agnostic

11
26

2%
4%

Statistic

Value

Min Value

1

Max Value

13

Total Responses

602

5. Please indicate if at any time you have been, but are not currently a practicing
Catholic
#

Answer

Response

%

1
2

yes
no

207
258

45%
55%

Total

465

100%

Statistic

Value

Min Value

1

Max Value

2

Mean

1.55

Variance

0.25

Standard Deviation

0.50

Total Responses

465
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6. Please indicate your organization affiliation

#

Answer

Response

%

1

Catholic Charities Diocese of Albany

181

29%

2

0%

3

Catholic Charities Diocese of Brooklyn and
Queens
Catholic Charities Diocese Buffalo

101

16%

4

Catholic Charities Archdiocese of New York

3

0%

5

Catholic Charities Diocese of Ogdensburg

5

1%

6

Catholic Charities Diocese of Rochester

243

39%

7

Catholic Charities Dioceses of Rockville
Centre

82

13%

8

Catholic Charities Diocese of Syracuse

0

0%

Total

617

100%

2

Statistic

Value

Min Value

1

Max Value

7

Mean

4.14

Variance

5.58

Standard Deviation
Total Responses

2.36
617
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7. My gender is
#

Answer

Response

%

1

Male

110

18%

2

Female

511

82%

Total

621

100%

Statistic

Value

Min Value

1

Max Value

2

Mean
Variance

1.82
0.15

Standard Deviation

0.38

Total Responses

621
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8. Please indicate which of the following characteristics you believe are important for
a Catholic organization to demonstrate. Check all that apply
#

Answer

Response

%

1

The agency promotes the sanctity of life
through programing and service delivery

342

57%

298

50%

472

79%

2
3

The agency's programs are developed and
maintained that support the human person
from conception through natural death
Programs are provided that outreach to the
infirmed, the disabled or those unable to care
for themselves

4

Promotional material and written works
identify that the work of the organization is
rooted in scripture

150

25%

5

Religious symbols are displayed prominently
in agency facilities

104

17%

6

A prayerful environment is supported, with
prayer and reflection incorporated into
meetings and agency gatherings

206

35%

446

75%

338

57%

9

The agency works to influence policy and
community practices that threaten the
common good

370

62%

10

The agency responds directly to issues of
distress and suffering

458

77%

405

68%

478

80%

311

52%

398

67%

7
8

11
12
13
14

The mission and programs are not just about
compassion, but responding to conditions that
threaten the common good
Programs and services are provided that
address the physical and spiritual needs of
individuals

The agency actively demonstrates its
commitment to matters of social justice
Meeting the needs of the poor is a priority in
programs and service delivery
The agency works to include its clients in
decision making and governance
The agency works to assure the poor and
vulnerable have opportunities for decision
making in the communities in which they live
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15

The agency serves all people in need,
regardless of their faith affiliation

571

96%

16

The agency's program reflects an
understanding of the importance of the
natural family as a key unit of society

216

36%

494

83%

17

The agency's employment practices are fair
and just, and recognize the rights and dignity
of all workers

18

The agency promotes broader community
efforts to address the rights and dignity of all
workers

363

61%

19

The agency employs environmentally sound
practices in the administration of its work

369

62%

20

The agency seeks to promote communitywide and global understanding and respect for
sound environmental practices

281

47%

21

The agency respects the authority of the local
bishop

279

47%

22

The agency fosters a relationship with local
parishes

356

60%

379

63%

471

79%

23
24

The agency initiates and participates in
dialogs with diverse faith communities
The agency promotes programs that reach
persons of diverse languages and races
Statistic

Value

Min Value

1

Max Value

24

Total Responses

597

169

9. Please rate the following statements specific to YOUR agency
#

Question

Strongly
Agree

Agree

Disagree

Strongly
Disagree

Total
Responses

Mean

1

The agency
promotes the
sanctity of life
though
programming and
service delivery

161

284

27

6

478

1.74

2

The agency's
programs are
developed and
maintained to
support the human
person from
conception through
natural death

130

271

41

11

453

1.85

230

259

34

8

531

1.66

51

202

141

48

442

2.42

45

158

217

78

498

2.66

71

209

159

53

492

2.39

3

4

5

6

Programs are
provided that
outreach to the
infirmed, the
disabled or those
unable to care for
themselves
Promotional
material and
written works DO
NOT identify the
organization is
rooted in scripture
Religious symbols
are displayed
prominently in
agency facilities
A prayerful
environment is
supported, with
prayer and
reflection
incorporated into
meetings and
agency events

170

7

The mission and
programs are not
just about
compassion, but
responding to
conditions that
threaten the
common good

171

315

26

9

521

1.76

8

Programs and
services are
provided that
address the
physical and
spiritual needs of
individuals

111

271

96

15

493

2.03

136

290

43

8

477

1.84

226

282

16

5

529

1.62

167

276

37

7

487

1.76

262

240

22

4

528

1.56

32

145

178

86

441

2.72

9

10

11

12

13

The agency works
to influence policy
and community
practices that
threaten the
common good
The agency
responds to issues
of distress and
suffering
The agency
actively
demonstrates its
commitment to
matters of social
justice
Meeting the needs
of the poor is a
priority in
programs and
service delivery
The agency DOES
NOT include its
clients in decision
making and
governance

171

14

The agency works
to assure the poor
and vulnerable
have opportunities
for decision
making within the
communities in
which they live

99

254

72

15

440

2.01

15

The agency serves
all people in need,
regardless of their
faith affiliation

369

162

4

4

539

1.34

96

225

74

27

422

2.08

178

283

42

14

517

1.79

107

269

62

17

455

1.98

86

283

86

16

471

2.07

16

17

18

19

The agency's
programming
reflects an
understanding of
the importance of
the natural family
as a key unit of
society
The agency's
employment
practices are fair
and just, and
recognize the rights
and dignity of all
workers
The agency
promotes broader
community efforts
that address the
rights and dignity
of all workers
The agency
employs
environmentally
sound practices in
the administration
of its work

172

20

The agency seeks
to promote
community-wide
and global
understanding and
respect for sound
environmental
practices

71

233

103

19

426

2.16

21

The agency
respects the
authority of the
local bishop

148

242

14

4

408

1.69

150

232

44

10

436

1.80

28

79

174

106

387

2.93

209

250

37

8

504

1.69

22

23

24

The agency fosters
a relationship with
local parishes
The agency does
not initiate or
participate in
dialogs with
diverse faith
communities
The agency
promotes programs
that reach persons
of diverse
languages and
races/
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Statistic

Min
Value
Max
Value
Mean
Variance
Standard
Deviation
Total
Responses

The agency
promotes
the sanctity
of life though
programming
and service
delivery

The
agency's
programs
are
developed
and
maintained
to support
the human
person
from
conception
through
natural
death

Programs
are
provided
that
outreach
to the
infirmed,
the
disabled or
those
unable to
care for
themselves

Promotional
material
and written
works DO
NOT
identify the
organization
is rooted in
scripture

Religious
symbols are
displayed
prominently
in agency
facilities

1

1

1

1

1

4

4

4

4

4

1.74
0.38

1.85
0.45

1.66
0.44

2.42
0.69

2.66
0.72

0.62

0.67

0.67

0.83

0.85

478

453

531

442

498

174

Statistic

A prayerful
environment
is
supported,
with prayer
and
reflection
incorporated
into
meetings
and agency
events

The mission
and
programs
are not just
about
compassion,
but
responding
to
conditions
that
threaten the
common
good

Programs
and services
are provided
that address
the physical
and spiritual
needs of
individuals

The agency
works to
influence
policy and
community
practices
that
threaten the
common
good

The agency
responds to
issues of
distress and
suffering

Min
Value

1

1

1

1

1

Max
Value

4

4

4

4

4

Mean

2.39

1.76

2.03

1.84

1.62

Variance
Standard
Deviation

0.74

0.39

0.54

0.42

0.35

0.86

0.62

0.74

0.65

0.59

492

521

493

477

529

Total
Responses

175

Statistic

The agency
actively
demonstrates
its
commitment
to matters of
social justice

Meeting the
needs of the
poor is a
priority in
programs and
service
delivery

The agency
DOES NOT
include its
clients in
decision
making and
governance

the agency
works to
assure the
poor and
vulnerable
have
opportunities
for decision
making
within the
communities
in which they
live

The agency
serves all
people in
need,
regardless of
their faith
affiliation

Min
Value

1

1

1

1

1

Max
Value

4

4

4

4

4

Mean

1.76

1.56

2.72

2.01

1.34

Variance

0.42

0.38

0.74

0.53

0.28

0.65

0.61

0.86

0.73

0.53

487

528

441

440

539

Standard
Deviation
Total
Responses

176

Statistic

The agency's
programming
reflects an
understanding
of the
importance of
the natural
family as a
key unit of
society

The agency's
employment
practices are
fair and just,
and recognize
the rights and
dignity of all
workers

The agency
promotes
broader
community
efforts that
address the
rights and
dignity of all
workers

The agency
employs
environmentally
sound practices
in the
administration
of its work

The agency
seeks to
promote
communitywide and global
understanding
and respect for
sound
environmental
practices

Min
Value

1

1

1

1

1

Max
Value

4

4

4

4

4

Mean

2.08

1.79

1.98

2.07

2.16

Variance
Standard
Deviation

0.65

0.49

0.52

0.50

0.56

0.81

0.70

0.72

0.71

0.75

422

517

455

471

426

The agency
respects the
authority of
the local
bishop

The agency
fosters a
relationship
with local
parishes

The agency
does not
initiate or
participate
in dialogs
with diverse
faith
communities

The agency
promotes
programs
that reach
persons of
diverse
languages
and races/

Min
Value

1

1

1

1

Max
Value

4

4

4

4

Mean
Variance

1.69
0.34

1.80
0.50

2.93
0.76

1.69
0.46

Standard
Deviation

0.58

0.71

0.87

0.68

Total
Responses

408

436

387

504

Total
Responses

Statistic
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10. I believe my agency's Catholic identity is demonstrated through our mission by
Text Response

helping refugees resettle, helping youth train for the work environment, counseling
families in need, providing psychiatric and nutritional services to the needy.
its words "in the spirit of the Catholic faith" in the mission.
reaching out to those who have been shunned and left behind and accepting anyone who
in need.
compassionate care of the poor and vulnerable through direct service and empowerment
to speak for themselves.
Working to help the truly destiute with housing and other peripheral needs. We do so
with the spirit of following the commandment of "loving thy neighbor", as difficult as it
sometimes may be.
caring for the needs of individuals and families and working with them to overcome
barriers in their lives, regardless of their religous affiliation
Respecting and promoting the dignity of all.
I don't know
yes
helping the less fortunate
supporting the work of the DOR in the compassionate service delivery and services
provided
protecting the dignity of life from conception to natural death
we serve drug users, prostitutes, addicts, individuals who are chronically ill,.. working
with those who few others want to work with
Programs and Services to assist individuals and families in poverty
Our committment to helping others without hesitation
reaching out to the most vulnerable in our communities.
I don't understand this statement
its delivery of the type of services delivered in the community.
the strong committment to catholic social justice through service to the very poor and
most vulnerable.
We serve a diverse population
assisting those who may not necessarily be able to assist themselves
Working with disabled
The mission defined our purpose and reason for doing what we do on a day to day basis.
We are rooted in love, we have compassion, we provide services and help clients to
maintain their dignity.
providing quality services with integrity, compassion and respect
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Offering a diverse amount of programming that meet the needs of community members
in a variety of capacities, from our Food Pantry, to our Family Room, to our Domestic
Violence program, to our Emergency Assistance programming.
assisting the less fortunate regardless of Religous affiliation.
the type of supports that we offer, in that all persons are considered individuals and help
is offered to the best of our ability.
By Serving the ones are in need with respect and dignity.
outreach to staff and community treating and teaching people with dignity
employing persons with a strong sense of compassion, diginity and respect for all people
regardless of their faith
Caring for those who cannot always care for themselves
its decision making and service offerings
Its name
health promotion to vulnerable populations
Helping the disabled population that does not have the ability to help themselves.
serving the poor and vulnerable
how we serve and care for the individuals we serve.
Serving individuals in need
The demostration of labor, the dedication of compasion and commitment as a body.
helping tjhose who cannot help themselves, i.e. the disabled and poor
Yes
the quality and dedication of our workers as well as devotion to doing the right thing
TURNING DISABILITIES INTO CAPABILITIES PROVIDING SERVICES WITH
INTEGRITY, COMPASSION AND RESPECT
SERVING ALL THOSE WHO COME TO US FOR HELP& IF WE CAN'T DIRECTLY
HELP WE WIL DO &OR REFER TO THOSE WHO CAN.
our heartfelt daily responses to calls and/or visits of people in need either financially or
by empowering them with counseling, advocacy, teaching tools and guidance.
Providing free & non-profit services for any demonination/race/culture. Also, by having
the idea to help without judgement.
supporting all in our community
helping members of our local community
Focusing on spiritual well-being of all peoples served
dont know
Practicing the Corporal Works of Mercy and administering to the disenfranchised as
Jesus has instructed.
Dedication to the people we serve and the pursuit of excellence. Our staff are committed
and caring.
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Only a few people in this agency. I was told by a program director that we are a nonprofit with no religious affiliation.
serving the poor and vulnerable and meeting the needs of the community as they arise
being open to all.
serving less fortunate
meeting the clients where they are without judgement
compassion, strong identity with local churches and presence of Catholic sisters
the values our staff and volunteers as we carry out our mission.
supporting the poor and disabled.
saying we are Catholic Charities
We empower families to care for the most vulnerable, orphans (parents maybe alive but
unable to care for the children) and elderly.
Not sure. At first Glance you don't see a Catholic Identity in my department. We are
mostly refugees and people of other faiths. However, when you did down deep, read the
newsletters, and look at the language used in our works it becomes a little clearer.
It's not the focus. Extending needed services is the primary goal.
working with the poor and vulnerable
Having compassion and care for those that cannot provide for themselves
serving vulnerable people with dignity regardless of race, sex, orientation, religion
Strong adherence to Catholic Social Teaching, gospel values and adherence to teachings
of the Church
building stronger communities by reducing poverty and promoting housing/family
stability
Helping people that are struggling economically through the variety of services withint
the agency.
serving the temporal needs of the poor and disabled and by offering spiritual sustenance
to these individuals
care and concern the staff have for the people we serve
Cooperative outreach through the Parishes and the staff assigned to work with them.
focusing on the respect for the dignity of life and helping the vulnerable achieve their full
human potential
service to the poor and vulnerable without distinction
helping people live with their disability or illness with dignity.
our service to our entire community, regardless of faith, nationality, with emphasis on the
poor and vulnerable.
caring for those with developmental disabilities within the community
work
it's service in the community
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helping those who cannot care for themselves.
Respecting and following the themes of Catholic social teaching, e.g. the dignity of each
person, common good, etc.
Extensive outreach programs.
being available for everyone regardless of faith
Helping those in need
Reaching many diverse groups
simply helping others
CC was there for Hurricane Sandy victims, within the agency and helping the parish
outreaches. The Immigration office also does ongoing work for the people who come to
this country with many needs. We service the elderly community with Meals On Wheels,
senior centers, outreach communication. Regina Maternity residence helps unwed
mothers and their babies providing a safe haven for a time allowing the mothers to get on
their feet and learn something to provide and care for their babies. We also have
residences for the mentally and physically handicapped. We also have substance
programs and residences for chemically impaired individuals. There must be even more
than that, but I am moving on.
Offering services to diverse populations
The programs we offer, the actions of the staff involved, and the outreach to the
community demonstrated.
Helping others and following the will of Christ.
serving and respecting clients without judgement, giving hope as Jesus did.
identifying populations that are disenfranchised and providing them with safe, quality
affordable housing.
the service provided to each client as the need arises in accordance with policies of the
agency
giving respect to and to provide services for persons who are the most vulnerable in our
society.
working with our parish ministry
I don't think we represent Catholicism at a local level and I think it is appropriate to not
have a Catholic identity.
caring for God's most vunerable children of all ages with dignity and respect
helping the poor and needy
Helping all come through the door and by example of our Justice and Peace Director
serving the disabled, however, I wish more of the office workers practiced compassion
amongst themselves, maybe more retreats for the workers?
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Statistic

Value

Total Responses

394
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11. My organization regularly communicates its Catholic identity by
Text Response

the observance of Catholic holidays and allowing staff to participate in Catholic events
Its name includes the word Catholic.
sending out newsletters and other forms of communication through the churches.
talking about the mission, and connecting with local parishes.
I regretfully cannot come up with an example
working with the faith community to identify and meet needs, print materials, the way we
demonstrate caring
With its name. Catholic is in our name.
I don't know
it name
reading of meditations and spiritual matter at certain events
agency brochures and materials
incorporating prayer in meetings
continuing to work with the poor and the vulnerable individuals in our community
It's name and logo through promotional material and through parish bulletins
Providing services to people with disabilities with compassion.
reaching out to Catholic parishes to support their social outreach and invite their
participation in our work.
Our. Mission statement
It's called CATHOLIC Charities, it's on the letterhead & when the phone is answered at
the main office
referencing its org mission.
acts and newsletter
n/a
Praying at meetings and prior to eating. Just the way services are rendred in a caring way.
Promoting CC on all printed materials, all staff wear badges and have pins that represent
the logo of CC, and our printed materials have the agency, and Diocesan mission on
them.
the title of its name, and again the supports that are offered.
Its name alone
helping others without any cost or favors back.
brochures, meetings and news letters
in name only
?
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staff development activities
The agency name
Don't know
its very name and media communication
It doesn't really.
discussing catholic social teaching
email, local papers, and parish papers
I'm not sure, it's just understood
committment
Its name and actions
The name of the organization
I do not believe it does in any outward way, other than by example.
name, mission based services
By providing services to people with Intellectual Disabilities with respect and
compassion. But it's more the nature of what we do, rather than putting what the Catholic
Church teaches into practice.
BEING TRUE TO OUR MISSION
representing our agency and diocese at local agency meetings and functions.
By organization name.
the way we go about in the world and how we provide services...with genuine
compassion
Agency policy, and practices are reflective of Catholic Identity
dont know
Serving all people in need which again is a basis of Christianity and Catholicity.
Doing it's best to serve the diverse needs of our clients.
helping the poor.
promotions of its name
the name Catholic as part of its identity: Catholic Charities
literature
serving people in poverty
P Open discussion of God' action in the lives of clients, presence of religious artifacts
and nuns working inthe priogram
partnership with parishes, commitment to serve and empower the poor and marginalized,
our graphic materials
following the organizational mission.
I am not sure
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We do not
Well, both in name and in our publications... I would assume.
I don't see that as an issue ot practice at all. The agency name is visable on all letter
heads.
Having charities events and galas
through constant communication and openness
prayer at meetings.
Collaborating with area parishes and schools in regards to various drives to reduce
hunger.
providing material that contains the agencys mission statement which contains the
agencys affiliation with religion.
acknowleldging our scriptural roots and connections to parishes and the larger diocese
our name, the mission statement
Reports and newsletters.
Do not know
not sure that reularly is operative to describe reality
promoting prayer/reflection at meetings
how it acts
involving the diverse community
?
The title of the agency.
We are getting better at this by talking about this with our staff and through printed
material, such as the annual report and gala celebration
Not sure
Web site and publications.
prayer after meetings
Helping others
being a resource to helping people in the community
The mission is quite frequently represented on communications and our logo with the
church and people within it speaking for itself.
holding prayer during staff meetings
Newsletters, news articles, community forums, website, and word of mouth.
Knowldge that we are a Catholic agency.
prayer, service, love and compassion for staff and clients
correspondence, newsletters and our website.
business logo, outreach in the community as an agency,
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The executive Director prays before meetings which makes employees uncomfortable.
Locally we do not have a Catholic Identity, however, Upper Management uses prayer as
a tool to try to motivate employees. It is ineffective.
Programs that are offered through our Justice and Peace department
some practice servant leadership, others, forget why they came to begin with...it starts
with who we are as people of God. It appears I work with alot of cynics which is sad.
Having prayer in the begining and end of our team meetings
yes
display of Catholic symbols in offices.
social teachings and directly in our agency's name.
its programs for the mentally ill, substance abusers and the poor. We provide foster care
for at risk teenagers as well. Our social justice informational programs are well
advertized and well attended by the public.
helping those in need irregardless of their religion or other demograhic variables
serving the poor, infirmed and the families of those individuals
Statistic

Value

Total Responses

358
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